


WINTHROP 
has news of the greatest 
importance for all retailers of 
men’s shoes..news that can vitally 
affect your sales, merchandise and pric- 
ing policies for the coming year .. partic- 
ularly if you feature *5 to $8.95 footwear. 





Watch for your Winthrop representative. 
He will be in shortly with complete de- 
tails and will tell you about Winthrop’s 
great new line of boys’ shoes also. 


SEE WINTHROP FOR °42 
$500 to $895 
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UST AS A GREAT PLAY or an inspir- 
ing song needs an interpreter to 
breath life into it ...a smartly styled 
shoe requires a rich, exquisitely 
finished leather to bring out the full 
beauty of its design. 


Because Tandrite Calf is such a 
leather, it’s a great favorite among 
manufacturers—who know its qual- 
ity...and among retailers— who profit 
from its customer-pleasing appeal, 


OF FINE CALF LEATHERS 
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DOROTHY DODD IS TOPS... 
youth, beauty, fashion-appeal! Alert 
shoe dealers from coast to coast are dating 


Dorothy Dodd up for Spring. 


DOROTHY DODD NOW NATIONALLY 
ADVERTISED...full pages in Vogue and Mademoiselle 
sell this high-style line to your customers! See 
Dorothy Dodd at your first opportunity ... get a 


new slant on increased profits and faster turn-over. 


DOROTHY DODD SHOE COMPANY « Branch: International Shoe Company «+ SAINT LOUIS 





A, No, BOOT AND SHOE RECORDER, published every sm 4 by Chilton Company (Inc.). tered as second class matter November 23, 1932, at the Post Office in Philadelphia under 
areh 3 1879. Subscription price $3.00 per year. Printed in U. A. (Canadian rate $3.0) plus oe. rr for Canadian War Exchange tax——making total of $3.50.) 








Advertising for FP. F. 


v_<:* The ads above are part of the 1941 campaign run- 

~ ning in Ladies’ Home Journal, Young America, 

* Saturday Evening Post, Life, Open Road for Boys, 

# Woman’s Home Companion, Parents’, Scholastic, 
and Boys’ Life! 

It’s telling your customers about the obvious 
advantages of P.F. And it’s helping you sell mod- 
ern canvas shoes with P.F. 

Why not tie in with this “sales drive’? Stock 
shoes with P.F.—tie in with the national adver- 
tising by using the attention-getting displays that 
tell customers where to buy! 
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Canvas Shoes with FP. F.* 


have real sales appeal — 






more you gon 
0 good promt 
with 


bring progressive dealers 
oe 
praise and profit. 








*P.F.— Posture Foundation—is the 






feature that lifts canvas shoes out 






of the ordinary! Gives them the 






“extra something” that assures sat- 






isfied customers and increased sales. 






“Extra something” is no vague 





term—here’s what we mean: Pos- 





ture Foundation, as the diagram 






shows, gives your customers these 






vitally important benefits ..... 
(1) Orthopedically correct wedge 







cradles arch in a way that wards 






off strain, helps keep feet fresh and 






rested—guards against flat feet. 






(2) A sponge rubber cushion pre- 






vents tiring pressure under the 





sensitive area of the foot. 





P.. F. opens an entirely new 








market for canvas shoes! 





NEW STYLING, NEW EYE APPEAL, NEW COMFORT FOR FATHER, MOTHER, SON, AND DAUGHTER 
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POSTURE FOUNDATION IS EXCLUSIVE WITH THESE TWO BRANDS OF SHOES 


HOOD RUBBER CO., Inc.°”2-Goodrich Footwear 
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There’s a new consciousness today of values. Quality is more 
important than ever. For Americans are learning to buy with an eye 
to the future and to remember the thrifty instincts of their ancestors 
who recognized the wisdom of paying as much as they could 

for quality . . . and of having less in quantity. 


In every field of fashion today, women are looking deeper than the 
pleasure of the moment, the one-occasion effect of a costume. 

There is a new alertness for honest value, a greater interest in the 

feel of a material, a truer appreciation of workmanship. For women know 
that, in the long run, only these qualities “stand up” and that fine 
materials and good workmanship justify a slightly greater original 
expenditure . . . pay dividends in longer wear. 


We, in the shoe business, have been gratified by this trend of the times. 

For more than half a century, I. Miller has enjoyed top ranking in the field 

of quality shoe-making. Now, at a time when quality has become a compulsion, 
I. Miller, as the world’s largest manufacturers of quality style shoes, offers its 
dealers the services of a modern organization with a well-rounded program 

of styling, fashion co-ordination, retail selling and promotion. 


The time is ripe for the promotion of quality merchandise in your store and I. Miller 

is ready with a proven quality product to help you satisfy this healthy consumer demand 
for the best. We invite the small town dealer, as well as the large merchant, to make 
inquiries concerning our services if there is not already an I. Miller agency in your city. 


4 


To all manufacturers and retailers: 
Please note that the 1. Miller shoe design as shown 
here is Reg. U.S. Pat. Office No. 127,110. 

It is our intention to protect our legal rights 
covered by this patent design. 
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litguying with 1.Miller 


A Four-Factory Plan that gives you a comprehensive shoe service under one brand 
name . . . a plan that corresponds to the natural consumer demands of quality customers whose 
requirements are intelligently anticipated by these four classifications in I.Miller styling: 


A. Costume Shoes B. Town & Couniry Millerkins €. Fitting & Service Types B. Handsewn Guildhall Shoes 


An In-Stock Service that can give you 


prompt delivery on size-ups in best selling styles at the peak of the season. 


A young and modern organization of manufacturers 


who are retailers themselves . . . who dovetail neatly the styling, fashion coordination, 


retail selling and promotion of I.Miller shoes in a plan to bring customers to your store 





on the strength of a shoe name with the greatest acceptance in America. 


Retailed mainly from 10.95 to 15.95. Handsewn Guildhall, 14.95 to 18.95. 


I.Miller and Sons, ine. 
Long Island City, New York * Shops and agencies in principal cities 
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THERE’S PROTECTION IN PERFECTION 


Matched Pairs created with Celastic box toes have smooth, 
even tip lines — toe character that is true to the lines of 
the last. 


Style Protection is positive because style interpretation is accu- 
rate. Firm but flexible side walls are formed when lining, box 
toe and doubler are fused into a single structural unit. 


Customer Protection is assured because toe comfort and trim 
toe lines remain from the first to final wearing. The comfort and 
style protection in Matched Pairs makes it easier to bid for more 
business from satisfied customers. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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EARL WHITE AT "PITCH CONTROL" 


Two New 


MASTER SHOEMAKER LAIRD says: 


6¢ J AIRD, SCHOBER shoes, traditionally good 
fitters, have that style appeal to discrimi- 


nating women that ‘sells and repeats’. 


We find in D. & W. lasts those elements of ac- 


The Mensres curacy that make a range of progressive sizes and 


with 21/8 heel widths true to line and design—a feat achieved by 


scientific calibration. 


We are pleased to acknowledge the part that 
D. & W. lasts play in these new styles—the Benares 


and the Congo—amasterpieces in modern footwear 


” 


art. 


——Tan | 
* To ascertain the calibre, to George Laird, 


a LAIRD, SCHOBER & CO., INC. 


The Congo elite mete HAVERHILL MASS. 


with 17/8 heel 


Daetscu & kiteann, INC. we 


ONE MAIN ‘STREET “Designed in the Wood" BROOKLYN, N. Y. 
589 Essex St. Lynn, Mass. 


October 25, 1941 7 








AID AMERICAN DEFENSE 





ROLL CALL NOVEMBER 11-30, 1941 


Your memberships assure continuance of Red Cross national defense activ- 
ities, transfusion supply, surgical dressings, training of first aid, home nursing, 
etc., disaster relief, care of disabled veterans and nurses. 


War relief is continued by War Relief Fund 


TANNERS LEATHER GROUP 


NEW YORK CHAPTER, AMERICAN RED CROSS 
315 LEXINGTON AVE., NEW YORK 
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iS REFLECTED IN ADDED BUSINESS, WITH SHOES OF 


Cetober 25, 


CO AO 


Every man loves the look, the feel, the 
smell of fine leather. In this famous veg- 
etable tannage—with its rich, handboard- 
ed grain — you have a leather to catch 
the eye and warm the heart of any man. 


And as for his feet! Here you have talk- 
ing points aplenty: glove-softness that 
lasts as long as the shoe, defying sun 
and rain — practical immunity to foot- 


LEATHER 


: E 
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pinching due to contraction and expan- 
sion with weather changes—absence of 
free acid that may affect sensitive feet. 


Let Norwegian Calf ease your selling 
job, attracting, winning, and holding 
customers. Gallun numbers are featured 
in the leading catalogs. Check them on 
your next order. A. F. Gallun & Sons 
Corporation, Milwaukee, Wisconsin. 


Cretan Calf 
smooth but not glazed 


Norwegian Calf 
hand-boarded grain 
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ERIODICALLY, when their advertising 

folio/falls off, or becomes “a little hard 
to get’, the general or consumer magazines 
descénd upon the shoe industry and deluge 
oyf advertising managers and sales man- 
4agers with a mass of charts and figures. 
These presentations purport to show that 
their particular medium exerts some terrific 
and mysterious “trade influence’ on shoe 
retailing, or some segment of it. These 
periodic bombings are old stuff to the sea- 
soned shoe advertising man. He realizes that 
“trade influence” is at best a loose term, 
and that it cannot result from spasmodic 
shoe issues, Style Conference or special 
issues, and retailer editions of magazines 
whose mass circulation are not directed to 
shoe retailers. 


Just as it would be a waste of time and 
money for a lingerie manufacturer, or a 











distributor of men’s habérdashery to use a 
medium directed to shoe retailers to sell his — 
wares to the consumer market, 

dollars spent in consumer magazines to se 
a line of shoes to a retail shoe store, unless 
backed up by strong Recorder advertising, is 
a long detour around Robin Hood's Barn. 


These are days to make every advertising 
dollar pay dividends, the kind that you can 
put your fingers on. It is no time for abstrac- 
tions, loose terms, or detour advertising 
plans. Every dollar spent in Boot and Shoe 
Recorder to sell shoes, materials or services 
to the shoe retailer is a working dollar... 
spent with shoe people, to reach shoe people 
at the time they are thinking of shoes, and 
in the frame of mind to buy them or to 
specify your materials, services or construc- 
tion in them. 




















Florsheim is minding your 
customers P's and G's 


Today women are more than ever mindful of PRICE and 
QUALITY —those all-important P’s and Qs of smart buy- 





ing. It’s necessary to know when low price becomes expensive 

. and when high quality can be downright economical. 
That’s why more and more women today are switching to 
FLORSHEIM SHOES; they have absolute confidence in the 


quality that has built the greatest footwear reputation in the world. 


The Suave 





TO RETAIL AT 


="10”° 





The Townley Tie 


The Saucy Lady 


THE FLORSHEIM SHOE COMPANY ~ Manufacturers > CHICAGO 
Makers of Fine Shoes for Men and Women 
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WEST COAST WHOLESALE DEPT. ° : 
NEW YORK OFFICE 690 8S. Bonnie Brac CHICAGO, ILL. 
754 Marbridge Bldg. Los Angeles, Cal. 1208 Republic Bldg. 


Miller Howth Siies 


THE MILLER SHOE COMPANY . .. COOK and ALFRED STS. . . . CINCINNATI, OHIO 
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As an echo to the editorial “NOT 
NEEDED—NOW?” (Boot AND 
SHoe Recorper, August 16, 1941) 
. . « Charles Francis, president of 
General Foods Corporation, charac- 
terized as short-sighted the policy 
of some firms in dismissing sales- 
men whose work has been restricted 
by Government priority and other 
regulations. At a recent luncheon 
of the Sales Executive Club of New 
York he stated that business must 
train its salesmen for other services 
rather than decimate sales forces 


which have been years in the build- 
ing. 
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WILL FUHRMAN of the Tru-Form 
Stores in New York, renders a ser- 
vice to children and, as he puts it: 
“There is no doctor or podiatrist in 
attendance in our stores.’. . . Just 
good shoes and careful shoe fitters.” 

Somebody asked him “When 
should an infant begin to wear 
shoes?” He wrote the answer out 


and it looked so good that he pre- 
pared a two-column ad for the news- 
papers, as follows: 

“A young, mother always is eager 
to have her first-born in shoes as 
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quickly as possible. But ortho- 
paedists say the child’s feet should 
not be fitted until they actually 
stand. We fit thousands of young- 
sters, and we know when and how 
to fit the shoes they need.” 











J, A. LUNDIN, San Diego, Cali- 
fornia shoe retailer, takes issue with 
a statement in a recent Boot AND 
SHoe Recorper article regarding 
the extent to which low shoes are 
now being worn by infants of eight- 
een months and older, on the ad- 
vice of pediatricians. Mr. Lundin 
says: 


“At least in this city more high than 
low shoes, by far, are sold to children up 
to three years of age. I have watched 
little babies toddling along with their par- 
ents, on the street, in cheap oxfords or 
strap sandals. In many cases a decided 
pronation had already developed due, | 
feel, to the low shoes being used too 
early. It is always difficult to fit a chubby, 
fat ankle of a baby in low shoes without 
a certain amount of slipping at the heel. 
Add to this that the infant at the age of 
18 months is not yet sure-footed, and that 
the inner longitudinal arch (in many a 
case) is not yet fully developed. Before 
long the counter is apt to be pushed 
down and there you have a nice case of 
inward pronation due to the type shoe 
worn. 

“Tt would be interesting to get the 





f Trade 








viewpoint of other retailers who special- 
ize in children’s shoes on this question of 


High Shoes or Low Shoes for Baby.” 
* 7 + 


MEADE McCAIN, president and 
general manager of Swope Shoe 
Company, St. Louis, Mo., says: 
“Fit is still the principal factor 
in selling children’s shoes. Styles in 
children’s shoes don’t fluctuate like 
they do in women’s shoes. Mothers 
are primarily interested in fit and 
comfort and with the right shoes, 
it is up to the trained sales person 
to fit the child correctly. However, 
children today must be taken into 
consideration much more than they 





were years ago, when a mother 
came in and bought a pair of shoes 
for a child and told him to wear 
them. Modern youngsters will speak 
right up when they don’t like the 
looks of a shoe, and in nine cases 
out of ten, a mother won’t buy a 
shoe that a child positively doesn’t 
like. 

“Styles in shoes for children up 
to about ten years of age are much 
the same, but shoes for girls over 
ten years of age reflect the same 
trends that are seen in women’s 
styles. For instance, we are now 
showing some elasticized shoes and 
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some casual sports styles that defi- 
nitely were copied from mother’s 
shoes. 

“In buying for an exclusive chil- 
dren’s shop, it is important to carry 
a line of shoes that you can buy 
out of stocks—i.e., in-stock styles, 
so that you can buy every week if 
necessary and have a complete size 
and width range at all times. This 
eliminates big inventories and gives 
you an assurance of having what 
your customers want when they 
want it. 

“In addition to our regular fit- 
ting of shoes we rebuild shoes ac- 
cording to doctor’s prescriptions— 
such as putting a wedge on the side 
of the sole, a long inside counter, 
anatomic heels and the like. Cor- 
rect fitting and giving the children 
comfortable shoes they like creates 
a confidence in the mother that is 
invaluable. In many cases mothers 








send their children to our shop with 
their governesses or chauffeurs, per- 
fectly confident that we will fit them 
correctly, Then, too, we keep a card 
index file on the style and size sold 
to every child and many times 
mothers call in, or even write from 
their vacation homes for shoes for 
their children which they know we 
can do, without any mistakes. 
“Another thing we feel is impor- 
tant in selling children’s shoes . . . a 
feminine sales staff. Amy Kohrs, 
the manager of our Children’s Shop, 
and Emma Bock handle all of our 


children’s. shoe sales.” 


” * * 


EDWARD S. MARCUS, secretary- 
treasurer of Neiman-Marcus, Dal- 
las, Texas, told the Boston Confer- 
ence on Distribution: 

“There has been a distinct Latin- 
American influence on Fashion, 
whether it be music, art, or clothes. 
Starting with the high fashion 
stores, several of whom sent an ar- 
tist down to bring back ideas for 
fashions based on the South Ameri- 
can theme, there began a constant 
influence of color and design in 
clothes which we see today in every 
store, from the finest to the cheap- 


16 





ADVERTISING 


—"lf advertising is so effective,” 
asks friend Zilch, "Why don't all 
concerns advertise?" 

—The answer is obvious, Mr. Zilch. 

—AIll men don't live to the prover- 
bial age of three score years and 
ten because of the inexorable law 
of the survival of the fittest. 

—All concerns don't advertise be- 
cause only a small percentage of 
those in business have the stam- 
ina or the right to stay in business 
over a limited period of time. 

—Advertising is the siren horn that 
clears the road ahead of. ob- 
stacles and obstructions. 

—It takes courage to advertise. 

—It takes courage to be a success 
in business. 


Fb 


President 





est. Also we are beginning to sell 
more clothes to South America, not 
in great quantities, but enough to 
sway the well dressed South Ameri- 
can woman from _ considering 











France as her center of fashion and 
to make her more dependent upon 
the United States fashion market as 
the basis for her wardrobe.” 

But remember—trade goes both 
ways. 

“There are some materials in 
South America which are natural 
to the country and which they have 
already learned to process. At the 
present time there is considerable 
improvement in the tanning of leath- 
er. There are many German and 
Spanish refugees who have come to 
the Argentine and are improving 
the tannage as rapidly as they can, 
using the secrets which they have 
kept close within their families in 


Europe for years. Already they are 
producing an alligator with a high 
glaze that is equal to what we have 
produced, and, incidentally, the 
Argentine alligator in some respects 
is better than those we find on our 
shores. It has less of a horn and, 
consequently, more of the skin can 
be used and the grain of the skin 
is smaller. 

“We have, for example, a billfold 
made of Argentine crocodile, tanned 
in the Argentine, made by a Russian 
refugee there. We find the quality 
of it most acceptable, the price of 
it lower than we can import from 
any other country, the workman- 
ship fair—and much better now 
than when we started.” 


| * » + 


. W. TOMLIN, manager of the 
Nisley store, 618 Sixteenth Street, 
Denver, Colorado, says: 


“Women’s shoes have never been 
styled so perfectly as they are today. 
They have, by far, outled men’s 
shoes in this respect—while incor- 
porating light weight, comfort, qual- 
ity with durability. 

“I’ve heard men, an uncounted 
number, say they wished the shoe 
manufacturers would put lightweight 
shoes on the market for men—of 
course, built along musculine lines 
of style. Many are the comments 
that men’s sport shoes are entirely 
too heavy, both soles and uppers, 
when it comes to the utility and pur- 
pose for which they are used. 

“Shoe styles fluctuate greatest 
where use is lightest. It is reason- 
ably understood that a hard rock 
miner’s shoes must always remain 
a foot protection of the heaviest and 
toughest hide the trade can provide. 
Perhaps, all will say that women’s 
shoes, finding the lightest use of any 
of the shoe types, have thus been 
advanced of their own accord. Just 
the same, the men are making their 
demands—not boldly but with sub- 
tle remarks. Their day of light- 
weight shoes is somewhere in the 
future; how near, depends on the 
manufacturers’ foresight and their 
move toward giving men equal 
rights in footwear.” 
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JAMES A. HORTON, Chief Ex. 
aminer of the Federal Trade Com- 
mission, and a man of immense 
acquaintance with the machinery of 
marketing and the right and wrong 
practices therein, spoke before the 
Conference on Distribution in Bos- 
ton, Mass., saying: 














“Let me say that the advertiser 
now must present his story without 
deceptive concealment and one of 
the standards by which the quality 
of advertising will be judged is the 
extent to which it provides the con- 
sumer with information so that he 
may act intelligently when making a 
purchase. In other words, the ac- 
quisitive instinct of the purchaser 
can no longer be exploited by false 
or fraudulent representations in the 
appeal of the advertiser. 

“The value of consistency in ad- 
vertising is a demonstrable fact and 
it has been well stated that ‘Adver- 
tising like production and distribu- 
tion, must be continuous in order 
to develop maximum effectiveness.’ 

“Consumer acceptance at times is 
a transitory state of mind and neg- 
lect of advertising, even though we 
are experiencing a seller’s market, 
may weaken or destroy that most 
valuable of all business assets— 
good will.” 


JN the men’s shoe department in the 
basement of Frederick & Nelson, 
Seattle unit of Marshall Field & 
Company, is the pair of gold foot- 
wear—the 24 karat solid gold shoes 
placed majestically on a dark blue 
cushion and scroll like a symbol of 
royalty on a throne. Over the dis- 
play of gold shoes, carefully guarded 
by the salesmen in this shoe section 
(who regard it constantly while it 
is on parade), is the sign indicating 
that the shoes are not for sale. They 
merely indicate “quality” in men’s 
footwear and are a distinctive draw- 
ing-card into the special shoe sec- 


tion. 
* . * 


A GROUP of ‘New York women 
met recently to discuss changes in 
living habits caused by the war. 
Mrs. William Alexander MacDon- 
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ald 9d, decided that durability and 
simplicity should be the outstanding 
qualities of a war-time wardrobe, 
but insisted that femininity must 
not be sacrificed, even in defense 
workers’ uniforms. 

Speaking to the dozen women 
who met at Armando’s, 54 East 55th 
Street, Mrs. MacDonald warned that 
“already there are indications that 
real adjustments in our. accepted 
way of living are imminent.” Fash- 
ion suggestions for women busy all 
day with war or relief work included 
dresses with full skirts, soft, open 
collars and big sleeves, turban type 
hats and ensembles made of light 
durable materials. 


RICHARD DENNING, the actor, 
recently went through an entire day 
of running, jumping, climbing and 
stumbling through jungle foliage 
with a false bottom to his bare right 
foot. It was necessary to create for 
him such a protection in order to 
finish production on “Malaya,” 
































Dorothy Lamour’s new Paramount 
jungle thriller. - 

Denning, who plays his entire 
role barefooted, cut the bottom of 
his foot so severely that he spent 
the weekend in bed. The studio 
evolved a rubber bottom for his foot 
which was not visible, yet which 








was thick enough to give ample pro- 
tection. It also had to be germ 
free, medicated and waterproof. 


* a 


JOHNNY MACK BROWN, on the 
“Arizona Cyclone” set, says he has 
worn the same pair of cowboy boots 
in all of his 18 sageland thrillers. 
The footgear was especially fash- 
ioned for him of alligator skin, and 
cost him $100.00. 





“Hilda—have you been keeping something from me?" 














4 
' 
t 
' 
' 
; 








Aa ee ee ee 


nee 


st) 


es i, 
> Seca ee Se ee a a aE ec = 
s a * 
- a 


THE United States Army may be highly 
mechanized but the soldier must still do 
a lot of travel by foot. That’s the reason 
the Army is attaching greater importance 


to proper fitting of shoes. Latest shoe 
fitting regulations call for the use at all 
times of the new Brannock shoe fitting 
machines furnished all Army posts, 
camps and stations. 

New regulations for all Army shoe fit- 
ters require not less than two years of 
experience in the Army or in the shoe 
store back home on Main Street. 


* * * 
IN addition to the three measurements 
taken on the machine, further tests are 
made for the final fit regarded as essen- 
tial to the soldier’s comfort. With the 


full weight on his pack and rifle, the 
soldier stands for the shoe-length test, 
with a measuring device in the toe of 
the shoe. The Army’s fitting experts 
then check up on the width across the 
ball of the foot, the correct position of 
toes, and ball joint. The upshot is an 
Army forecast that our troops will be 
better fitted than those of any other 
Army. 
* * . 

PRICE controls, the proposed expansion 
of the social security program, and the 
next Federal tax bills are listed by the 
American Retail Federation as the three 
major issues facing the retail industry. 

These issues were set forth by the Fed- 
eration’s president, David R. Craig, when 


he made his annual report to organiza- 
tion members on Oct. 10 in Washirgton. 
Featured at the annual convention as a 
departure from customary practice was 
an off-the-record quiz session at which 
OPA Administrator Leon Henderson and 
representatives of SPAB, OPM, the Fed. 
eral Reserve Board, and the Labor De- 
partment’s wage-hour division, stood up 
against a barrage of queries. 


* + 


ONE of Donald M. Nelson’s former col- 
leagues has been drafted by OPM to 
head a new bureau of industrial con- 
servation. He is Lessing J. Rosenwald, 
former board chairman of Sears, Roe- 
buck & Co. Under Mr. Rosenwald’s wing 
will be a consolidation of the previous 
efforts of OPM’s conservation section, 
and the government conservation branch 
of the division of purchases and certain 
units formerly associated with OPACS. 


* + 


CENTERED for the first time under one 
roof will be the government’s efforts 
aimed at conservation, specifications, sal- 
vage and simplification of design. Mr. 
Rosenwald’s bureau is also expected to 
work closely with OPA’s Consumer Divi- 
sion headed by Harriet Elliott. She is 
slated to continue her work with the 
American Standards Association, which 
is made up of technical experts and ad- 
visers interested in instituting changes 
in consumer products. 


* # * 


In the interest of building up “an in- 
formal citizenry,” Miss Elliott’s latest 
venture is to establish experimental con- 
sumer information centers in Detroit and 
Williamsport, Pa. The former Dean of 
Women at the University of North Caro- 
lina claims that the need is increasing 
daily for such information centers to 
furnish material on request, provide ser- 
vices to local groups on buying problems, 
and receive complaints concerning prices 


and rentals. 
* = * 


TEN other Federal agencies have their 
fingers in the information center stew. 
They include the Nutrition Division, Of- 
fice of Defense, Health and Welfare Ser- 
vice; United States Office of Education; 
the Agriculture Department’s Extension 
Service, Surplus Marketing Administra- 
tion Bureau of Home Economics and 
Consumers’ Council Division; Farm Se- 
curity Administration; National Youth 
Administration; Community Service Pro- 
grams, and the Office of Civilian Defense. 
oa + _ 

FEDERAL and State Governments would 
play-a strong hand in a proposed plan 
to disseminate education and factual re- 
search information among small busi- 

[TURN TO PAGE 53, PLEASE] 
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SHOULD } | 
SELL... 





the Innes Co. Display tables are cross section 


Right: Black, wine with green and antique tan : ' 
cuts of logs with the bark left on. é 


are promoted in this tri-group Fall display by 
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figure give a semi-comic but apt expression to the 
Autumn setting. 


LET’S tackle this window display problem from the 
premise of there being three proved interlocking ave- 
nues, each dependent on the others, of merchandising a 
shoe stock: first, buying and selling; second, all adver- 
tising; third, presenting the merchandise to the public 
through selling displays. 

To SELL MERHANDISE is the sole function of any 
display. Unless a display can actually do that, and do it 
well, the goods had better be hidden away in the stock 
racks. 

A selling display must be attractive, contain an ele- 
ment of surprise; which will cause the passerby to 
examine the window more closely; the goods must be 
timely. The result is a creative desire to own the shoes. 
bags and hosiery shown. Skillful blending of all of 
these elements results in a successful selling display. 

Primary interest in a window is the goods offered for 


sale. This supercedes all else, even originality of ideas 
in presenting the merchandise. Effective displays are not 
merely works of art, catalogues of all goods on the 
shelves, but the presentation of a certain shoe or series 
of related shoes in such a fashion that the looker will 
immediately grasp the desirability of them. 

All types of customers must be appealed to in turn. 
The “No Hunting” window shown here was specifically 
designed for “Mrs. B. Back” as we term the customer 
who shops all the stores in town. 

Many times I have felt the urge to do a window that 
will make it just a little tougher for “Mrs. B. Back,” but 
was rather fearful of treading on too sensitive a sub- 
ject. Then I hit on the approach from the humorous 
side. 

This idea popped up while searching for some suit- 
able specimens of Manzanita trees to use in other Fall 
displays. The tree used in making the figure of the 
mannequin needed very little change when turned up- 
side down. To make a perfect and comical shape for 
the lady hunter, the head and shotgun were borrowed. 
The dress and hat cost a dollar, while the trees and wood 
accounted for $7.50 more. In all, counting labor, this 


SALES FUNCTION MOST IMPORTANT OBJECTIVE AND SHOULD 
MOTIVATE EVERY MOVE IN THE PLANNING AND CONSTRUCTION 
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OF MODERN MERCHANDISE DISPLAYS 





by WILLIAM W. BROWN 


Display Manager, Innes Shoe Co., 
Los Angeles, Calif. 


window cost less than $15.00. This readily proves that 
it is possible to fashion an inexpensive setting, even for 
high-grade merchandise. 

Every window should have a dramatization of the 
merchandise shown, but not so strong as to make the 
dramatic effect stronger than the shoes. Shoes as a 
rule do not have in themselves unusual or dramatic pos- 
sibilities; they must have an interest point built around 
something with which the public is familiar. 

Another window had a theme of beauty and comfort 
with every step. To dramatize this window, a step lad- 
der, several pairs of hosiery forms and a seven-foot 
natural tree were used as props. All these were painted 
red for eye attraction. On the hose forms were scuffie 
sport oxfords. The legs were then placed on the top 
step, and were arranged to appear to be stepping down 
the ladder. 

The tops of the legs were concealed by a valance in 
the window, which gave a first glance impression of a 
lady at the top of the ladder. The color of the window 
attracted the eye, while the leg forms made both men 
and women stop for a second look. The rest of the 


[TURN TO PAGE 44, PLEASE] 
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WHAT’S AFOOT 


A stocking wardrobe with 
the stocking for the occa- 
sion promoted as the new 
story in hosiery styles. 
These over the knee lisle 
stockings are made on 
Komet Links - and - Links 
machines by Phoenix Ho- 
siery Co. 





In STOCKING STYLES? 


EVER since last August—Aug. 16 to be exact— 
we have been talking about the new stocking styles and 
their effect upon shoe styles. In this feature article, “New 
Hosiery Styles Demand New Shoe Styles,” we noted the 
constructive attitude of stocking manufacturers in the 
face of the sudden and unexpected embargo on silk. 

Two aggressive weapons were immediately used to 
combat the situation. Color was one and combinations 
of materials was the other. Color had already been used 
before the embargo on silk in bright-colored evening 
stockings, bright casual hose and dark-colored stockings 
matched to street shoes. Casual hose in lisle and wool 
had already been introduced before the shutting down 
on silk. 

With the sudden necessity to conserve silk, various 
combinations with silk were planned. This was the 
second aggressive weapon of the hosiery manufacturers. 
Today leading mills are making silk and nylon stock- 
ings with cotton or rayon tops and feet; a combination 
of rayon and silk with cotton or rayon tops and feet. 
One of the very high style mills reports experiment- 
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ing with a silk and rayon top for a nylon stocking. 

A third aggressive weapon available to the hosiery 
manufacturers in their fight to maintain production is 
the promotion idea of a hosiery wardrobe. This trend 
had already started with the introduction of casual hose 
for casual shoes. Now that idea will undoubtedly be 
expanded to include lisle for more general wear and 
nylon, and for awhile silk, for dressy and evening cos- 
tumes. Some mills are introducing mixtures of silk and 
rayon or silk and wool in heavier weight and walking 
stockings. Depending on the availability of yarn, more 
mills will introduce more lisle very soon. 

The question of stocking colors is also important to 
shoe men. If the vogue for colored stockings, matched 
to a costume or sometimes to a shoe, continues, a closed 
toe shoe with open back should increase in popularity 
because, when matched to the costume, the back of a 
colored stocking looks pretty, carrying the line of color 
right up from the heel to the matching skirt. But an 
opening in the toe, not having that unbroken line of 

te [TURN TO PAGE 40, PLEASE] 
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Above, left: Vice-President Henry A. Wallace is evidently 
pleased with his new cotton hose as he tries on a pair 
presented him by Dr. Louise Stanley, chief of the Bureau of 
Home Economics, Department of Agriculture. The new type 
cotton hose were developed to combat the silk shortage. 


blue 


Above: National defense has no kick coming from 
these young lady workers at the Boston army base 
who reported to work in woolen socks instead of silk 
stockings. The girls are out to conserve the silk 
supply for defense needs and they even come to work 


on bicycles to help in conserving the gasoline supply. 


Left: Such representative stores as Bullock’s- 
Wilshire, The May Company and The Broadway 
are doing an outstanding job on “Wild Boar” 
leather in their casual shoes. Nail heads give 
life and sparkle to the leather as shown on the 
pair worn by Priscilla Lane, Warner Bros. star. 
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Above: Latest in college wardrobes is the sports 
jacket and odd slack combination. The rough weave 
jacket has vertical stripes of blue, tan and off-white. 
The hat is a lightweight crusher type felt in medium 
blue and the shoes are double sole wing tip brogues. 


Right, center: The young lady looks as though she 
can’t make up her mind but Calvin Lee, new man- 
ager of the shoe department of Al Levy's specialty 
shop, Montgomery, Ala., has the air of a salesman 
who can render that service, too. And he did, for a 
minute after the picture was snapped the customer 
“closed the deal,” buying the shoes recommended. 


Right: Lum and Abner, well known radio pair, with 
their organist, Sybil Chism, show off their new 
cowboy boots at a ranch party. Lum is wearing a 
peir of boots of all saddle tan calf with vamps and 
uing tips, pinked and perforated. There are panels 
o/ hand-tooled flowers underlaid in the tops and the 
uhole boots are antiqued. Sybil wears boots of blue 
kid vamps and tops of blue and white checks. 
Abner’s boots are saddle tan with white calf inlays. 

















etl) 


we ioe 

















ANNE AD (registered in the family Bible as An Adver- 


tisement) is a clever little lady in the shoe business who 
never accomplishes all that it is hoped she will, but who 
does do about all that can be expected of her under the 
circumstances. 

Usually the circumstances are that Anne Ad, in a 
sense, is a kept woman. Her future, her livelihood and 
her well-being are dependent not on her virtues as Anne 
Ad, but on her ability to keep the Man-Who-Pays-The- 
Bills pleased with her appearance. Her progress in life 
is geared entirely to how the Man-At-The-Top regards 
her, and not at all to what her actual worth to the busi- 
ness is. 

This, of course, is a sordid stated of affairs and an 
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By 
MARSH LANTERMAN 


obviously unfortunate arrangement for the shoe business. 
But since the circumstance is factual and true, an inquiry 
into the private life of Anne Ad can scarcely start with 
any other understanding. A spade, at times, has to be 
called a shovel. 


LET it be agreed for a moment, then, that Anne Ad’s 
appearance, that what Anne Ad says and does, that how 
convincing Anne Ad is, that even the style, shape and 
size of Anne herself are usually the direct result and 
the invariable product of the influences, dictates and 
whims of her sponsor. 

If her Boss wants beauty, Anne Ad goes beautiful. If 
her man wants smart talk, Anne Ad cracks smart. If he 
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THIS IS THE STORY OF A LADY IN BUSINESS OF 
WHOM MUCH IS EXPECTED, BUT WHO RECEIVES 
ALL TOO LITTLE INTELLIGENT CO-OPERATION 


feels boastful, Anne Ad pours it on. If he goes drab, 
Anne Ad is a catalogue. If the big boy wants to be 
funny, Anne Ad clasps her sides with both her hands. 
If the gentleman waxes dignified, Anne Ad goes highhat. 
But, on the other hand, if the store owner actually 
wants to boost his sales, and if by some miracle he has 
acquired a conception of the psychology of salesmanship 
as used in advertising, then Anne Ad will be transformed 
into just about the most efficient and most enthusiastic 
and the most profitable thing in the world. Because, at 
heart, Anne Ad is an honest girl, and being intelligent 
also, she would much prefer to renounce the old ways 
and go straight. The ancient philosophy that Ladies- 
Must-Live is not a pleasing condition with Anne Ad. 


As a test case let us visit Anne Ad in her dressing 
room. 

It is a swell October morning. The air is crisp with 
the first tang of Fall, and Anne is getting ready to go to 
work. Her cheeks are flushed, her eyes are sparkling, 
and in all her movements you can see the grace and vigor 
of youth as she puts a few final deft touches to her attire. 

Suddenly she pauses in front of the mirror and peers 
at the reflection critically. 

For Anne Ad has put a lot of thought into the appear- 
ance she will make in public. And her planning has not 
been haphazard. She has considered the steps necessary 
to capture the right effect, and she has, she thinks, com- 
pleted an ensemble that will not only make people like 
her but make them desire her as well. And in creating 
this desire for herself, Anne thinks she has added that 
most important appeal of all: the trick of inducing her 
admirers to do something about it. To resolve to have 
ker—and her only. Not some competitor’s girl. 

Her system has been something like this: 


1. Attract attention. 

2. Create interest. 

3. Be convincing. 

4. Stimulate action. 

5. Identify her sponsor. 


Each part of her ensemble has been carefully thought 
out to accomplish these steps one by one and to get 
definite results. She has, she is certain, attained a degree 
of success. She is ready. 

“I don’t like your hat,” says a complaining voice 
behind her. 

Anne turns slowly around, smiling. Hardly a trace 
of disappointment is visible on her lips. She just stands 
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there in all her glowing enthusiasm and smiles at the 
Boss. 

But she is thinking. And her thoughts are not 
beautiful. 

You old so and so, she is thinking. Supposing you 
don’t like my hat! What of it! Who cares? What has 
that got to do with it? The question is, will the public 
like it? Not the general public—but the people who 
may buy our shoes. Our public—my public! Will they 
see my hat? Will they be attracted to me, favorably, 
because of it? That is the proper question, and I believe 
after carefully studying this Fall’s hats and style trends 
that the public will see my hat and will like it! And that’s 
the reason I’m wearing the hat. It is step number one 
in selling psychology! I’m not wearing it for you, you 
buzzard. You're a shoe man, not an advertising expert! 
You don’t know much about me; you merely pay my 
bills! 

But Anne Ad doesn’t speak these words aloud, un- 
fortunately for the merchant but fortunately for herself. 
She just stands there, radiant, smiling. 

The Boss runs his eye down Anne Ad’s trim figure. 

“Who made that get-up? It’s a terrible layout,” he 
says. “Why don’t you change it around and put the skirt 
over your shoulders and the coat around your hips?” 

Anne Ad smiles a little helplessly and steps back a 
pace. 


SHE knows that he is ignorant of the fact that the best 
dressed women this year don’t wear their skirts over 
their shoulders. But she wishes he did know better. She 
wishes he would study advertising, go to school, read 
books, take a correspondence course, do anything to 
learn the things that she has learned and know the ways 
that she knows of applying salesmanship to layout. 

She wishes that the intelligence he possesses in buying 
shoes and running a shoe store could realize his utter 
lack of comprehension of Anne Ad. 

And now the Boss’s eyes are staring at the shoes Anne 
Ad is showing. 

“And those shoes,” he says. “I’ve changed my mind 
about those pumps. I don’t want to run them. They’re 
so hot they'll sell themselves. What I want to promote 
are those saddle tan broguies we had left over from 
Spring.” 

Anne Ad’s heart sinks like a rock. She knows that 
in changing the shoes the entire plan of the ad is lost. 

But the Boss doesn’t notice it. He is looking at his 

[TURN TO PAGE 39, PLEASE] 
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The Editor’s 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


Ah, Take the Cash and Let the Credit Go 


AFT ER the sustained activity of months, comes a pause 
in the day’s occupation. Some merchants and manufac- 
turers take it as a natural, normal, breathing spell. 
Others find themselves with built-up inventories and 
tied-up capital. Others ‘are unprepared for a lull in 
business. There is no question but in many shoe busi- 
nesses, inventory is unbalanced. 

Mass movements have a faculty of developing a 
madness for merchandise—particularly if “everybody’s 
doing it.” 

Shortages of shoes, in general, have been exaggerated 
because some little item or other is unobtainable for 
the moment. But there is no limit to the flow of foot- 
wear of one sort or another. The public can find what 
it wants and 500,000,000 pairs of shoes, peak for all 
time, is certainly evidence of the fact that shoes can 
and will be made. 

It would be wonderful if we could go on the same 
buying spree that the government is enjoying. Moun- 
tains of merchandise for every possible emergency. But 
only governments can do that! They deal in astro- 
nomical figures and a billion dollars is a glib number. 
But you figure it out. It represents the spending of a 
thousand dollars a day from the first Christmas morn- 
ing, with two hundred ninety-two million still to be 
spent. Remember, that’s without interest and taxes— 
just flat spending. In a way, it isn’t money any more— 
it’s super-duper bookkeeping and the installment col- 
lections for this, through taxes upon Mr. and Mrs. John 
Q. Public, are something still to come. 

But, if you are a business man, and you have bought 
merchandise, you are expected to pay for it . . . not IF 
and WHEN but NOW. In many cases, that’s the rub. 
The expected sales for the opening weeks of Fall didn’t 
materialize. Now those hot numbers have got to be 
sold the hard way—a pair at a time—and perhaps to a 
“reluctant dragon.” In more favorable cases, the sales 
figures are up but pairage isn’t—the difference being 
those small rises in price accumulated over a period 
of time. 

Remember, the way to figure a business is by custom- 
ers served; pairs sold. A rising tide of prices may fool 
your figuring, if you don’t watch out. 
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But be of good cheer. The lull is but for a time. 
We all know that there will be a greatly expanded 
civilian goods activity. The huge defense program in- 
sures that. Money is moving into more pay envelopes 
and it has a natural itch to be spent. The full flood of 
that spending is, however, months away. Meanwhile, it’s 
a good and healthy thing to have plenty of sizes and 
widths and a good stock in the store—that is, providing 
you can finance it. 

There may be a need for tolerances on payments, 
stretching all the way from the retailer back to the 
banker. The industry has spent a lot of money for in- 
ventory during the last twelve months. It’s good 
inventory at low prices and a good investment on a 
rising tide. 

Credit men may have to Jearn a new form of patience 
and -perseverance. The discounter is a prize customer 
but there is a time for a tolerance for the other fellow. 
After all, if a business has had open doors for the intake 
of merchandise and the service of customers over a 
period of years, it must have paid its bills—somehow, 
somewhere—otherwise it wouldn’t be there. Naturally, 
the credit man says: “Why not now?” While the debtor 
sighs: “Eventually.” 

The important thing for both creditor and debtor 
to look at is the pattern of the business. Is is one that 
will live through a period of plenty as well as through 
a period of hardships? In many ways, it’s harder to 
live through a period of general plenty because other 
forces, external to your store, influence your expenses; 
but if the store is selling better shoes at better prices 
and maintaining pairage, its pattern leads on to profit 
and prestige. 

These are bitter days for-cheap chains, who find out 
that it costs more to sell per customer, per pair, than 
ever before. The worst rub of all is that it takes 
just as much fitting time to sell a customer 
a flash shoe at $1.95—as it does to sell a better shoe 
at $4.95. So you can figure it out for yourself—ten 
customers at $1.95 versus four customers at $4.95. 

In that little computation lies the entire picture of 
the changing pattern of retailing and why. 
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Strong Tie-Up Builds Business 


Background illustration shows news- 

paper ad and inset is photo of win- 

dow display used by Miller Bros. to 

tie in with manufacturer’s national 
advertising. 


THE one best reason why. a retailer should tie up with 
his manufacturer’s promotion efforts is a very simple 
and completely selfish one—more shoe sales. Yet it often 
happens that after the manufacturer has gone to con- 
siderable effort and expense to feature his product in the 
magazines, many merchants fail to tie up with the pro- 
motion. The enterprising merchant should do so every 
chance he gets. Through his advertising, the manufac- 
turer tells the public that here is a product that is 
worthy of consideration. Briefly, he says to the public: 
“Here’s something we think you will like.” Then the 
merchant, in ads and windows and in the store says: 
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HOW A CHATTANOOGA SHOE STORE CASHED 
IN ON THE MANUFACTURER'S PROMOTIONAL 
EFFORT BY TYING HIS RETAIL ADS AND WIN- 
DOWS IN WITH THE NATIONAL CAMPAIGN. 


“Here’s where you can see and examine the product you 
saw advertised.” There are an ever-increasing number 
of merchants doing just this, but many more might be 
benefiting more than they do. 


A RECENT example of good tie-up was furnished by 
Miller Bros. in Chattanooga. When the manufacturer’s 
ads appeared in national magazines they used a full- 
page newspaper ad and a special window display to 
tie up with the promotion. They also had a good in- 
store display to complete the program. Extra interest is 

[TURN TO PAGE 40, PLEASE] 
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“THE BREASTLOCK HEEL 
REPRESENTS AN 
OUTSTANDING STYLE _ 
CONTRIBUTION 
TO WOMEN’S SHOES” 


FRED W. MEARS HEEL cO., Inc. 


Sales Offices — St. Louis, Mo. — Columbus, Ohio — Lawren 
Associated company — DOMINION WOOD HEEL Corp. wey ae al, Que, 
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OTHER PEOPLE’S 


Proven by Trial in the Field 


Leigh DeVoe, St. John, New Bruns- 
wick, retailer of boots and shoes for 
men and boys, sells hunting boots 
whose worth he has proven in the 
field. 

This retailer is a consistent hunter 
with special accent on duck hunting 
and a crack shot with shot gun and 
rifle. He also owns two of the best 
bird dogs in the district. 

Each afternoon, during the hunting 
season, Mr. DeVoe takes his dogs in 
his car and heads for the hunting 
grounds. (P.S. What a life!) When 
he returns he places his day’s bag on 
display and has his window resplen- 
dent with colored autumn - leaves, 
bushes, logs and shrubbery. Shot 
guns, boots and equipment actually 
used by Mr. DeVoe earlier in the day 
are placed in the window during the 
evening. 

In the foreground are samples of 
the hunting boots sold by the store as 
well as those actually worn by Mr. 
DeVoe in his hunting. He only wears 
boots from his own stock and also 
uses many personal testimonials from 
his regular customers in’ merchan- 
dising his boots. Not only that, he is 
also willing to act as an information 
center for those who want to know 
where the best hunting is in the 
vicinity of St. John. 

a * a 


“Winter Approacheth” 
Old Man Winter has a habit of ar- 


riving over night in most parts of the 
United States. With this in mind it 
is well for shoe merchants to get 
‘ ready around the first of November 
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for any change of weather. Not only 
is it advisable to be prepared with 
complete stocks of winter footwear, 
rubbers, boots and overshoes but plan 











Julius Garfinckel & Co. 


F Street at Fourteenth 














A “Red” Hot number for Fall 


to have special winter window dis- 
plays all arranged ahead of time so 
that they can be installed overnight. 
It is also advisable to have your first 
winter shoe ad all laid out and set up 
ready to go into the newspapers at a 
moment’s notice—you may get a two 
or three day start on the other stores 


in town! 
* = * 


Basketball Season Begins 


Basketball practice is starting in 
thousands of cities, towns and villages 
throughout the country. Basketball is 
one of our most popular sports in 
point of number of participants and 
many of these players are in the mar- 
ket for new playing shoes. However, 
do they know about your store’s stock 
of basketball shoes? How about an 
ad in the local and school papers ex- 
plaining why your shoes are the best 
for the money? A visit with the school 
basketball coach may be worth its 
weight in profits if you show him that 
your basketball shoes offer more for 
the money in comfort, wearability, 
support, etc., than any other model 
on the market. 

* * * 


Highlights of the Evening 


Here is a brief description of an 
evening shoe display that we saw on 
Fifth Avenue the other day. 

The walls and floor of the window 
had been “blacked-out” with pitch 
black velvet. Gold and silver evening 
shoes were arranged attractively 
around the display. Illumination was 
provided by golden lanterns held in 
the hands of mannequins dressed for 
the evening. You can’t miss this one! 
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IDEAS 


by JOHN F. W. ANDERSON 





Are You Interested in Your 
Business? 


We recently heard the story of a 
midwestern shoe retailer who is so 
popular with his customers that on a 
Saturday afternoon it is a frequent 
sight to see six to eight female cus- 
tomers sitting patiently in his shop 
waiting to be fitted. 

Asked the reason for his success, 
the retailer replied: 

1. Interest in customers. 

2. Giving customers a business card. 

3. Remembering the name of every 
customer. 

4. Never lying—even if it means 
the loss of a sale. 

This successful merchant never has 
a reduction sale. Instead, at the end 
of a season, this retailer goes to his 
card file with a list of the odds and 
ends that he has left and figures out 
the best possible customers to con- 
tact with these remaining pairs. This 
moves the few pairs that are left. 

* oa 7 


“Climb the ramp in smart low 
heels” 
(Mayer Israel’s, New Orleans ) 
* * * 


The Complete Repairman 


“Shoes made longer 
wider, shorter, narrower. 
Heels changed to 
any style or color. 


The above sign appears outside of 
the entrance of the Gold Star Shoe 
Renewers, 708 lith Street, Washing- 
ton, D. C. How many of these jobs 
can your shoe repair department han- 
dle? 

a * * 


Match "Em Up! 


As we've said before, men aren’t 
buying just black or brown shoes any 
more, they’re picking out styles to 
wear with different styles of clothing. 
Along this line, Bloomingdale’s de- 
partment store, Lexington Avenue, 
New York, has done an excellent job 
in a recent men’s shoe window idea: 

Large bolts of men’s suit fabric are 
spread out in the center of the win- 
dow and the appropriate style of 
men’s shoes is placed in the center 
of each spread-out piece of fabric. 
All the customer has to do is walk 
along the sidewalk, pick out the win- 
dow that has the type of suit material 


he plans to wear for Fall, notice the 
pattern of the shoe and walk into the 
shoe department and order. (P. S.— 
Can you think of an easier way to sell 
shoes?) 


= = ” 


Komplete Kampus Kostume 


Here’s an idea passed on to us by 
the proprietor of a small shoe store 
in a college town. 

“For the past few years I have been 
noticing an increasing number of de- 
partment store ads at this season of- 
fering a college girl a complete col- 
lege wardrobe covering all uses for a 
fixed price. I’m planning to try the 
same idea in my shoe store this Fall. 
In my windows I am going to show 
series of four or five shoes that should 
meet with the complete basic shoe 
needs of practically every type of col- 
lege girl. I am going to offer a dis- 
count to the girl who buys the whole 
group at once and arrange so that it 
can be paid in installments. It will 
save me a lot of time and trouble if 
I can do the complete fitting job at 
one time and assure me a regular 
rather than a chance customer.” 


a * - 


“Beautiful Construction 
Brilliant Designing 
Thrilling Foot Flattery” 


(Conrad’s, Boston) 





CHRISTMAS SEASON BEGINS IN FOUR WEEKS 





Here are a few ideas—some old—some new—that may 
be useful to you as the Christmas season approaches: 

Two special employee nights in the early part of Decem- 
ber when the employees of your store can get their own 
Christmas shopping out of the way. Half the employees 
might wait on the other half one night, reversing the pro- 
cedure the following night, and a discount will assure rec- 
ord attendance. 

Give all children a special Christmas gift with every 
purchase of a pair of shoes. 

Post a large sign at the entrance to your shoe depart- 
ment listing the merchandise in your department that 
would make ideal Christmas gifts. 

Establish a special wrapping counter for customers 
who want Christmas gifts packaged extra special. Many 
stores will charge for this extra service this year, for one 
thing believing that many customers will not ask for spe- 
cial wrapping for ordinary gifts if they have to pay for it. 

Start the Christmas seacon off with a bang in your store 
by offering a special pre-séason on slippers. 

Institute a special MEN ONLY NIGHT and a LADIES 
ONLY NIGHT so that your customer can shop in ease and 
comfort for gifts for the opposite sex. In fact, on the men’s 
night it might be advisable to have only male salesmen on 
duty, and vice versa on the ladies’ night. We heard of 
one store that cooperates by running its men’s night on the 
same evening that the adjoining store has its ladies’ night. 

Offer to sell slippers and shoes as Christmas gifts to 


‘ 


customers who are not sure of the recipient’s size on the 
understanding that all size adjustments must be made by 
December 31. 

Sell gift certificates to customers who do not want to 
take a chance on style, color or fit, or sell “miniatures” ex- 
changeable for the real thing. 

Post a sign in your store stressing the deadline date 
for deliveries. 

Train your salesmen in the art of promoting and selling 
your new styles in slippers. Beginning the first of Novem- 
ber, require that every salesman show a pair of slippers to 
every shoe customer whether she asks to see them or not. 

Plan a contest among your salesmen and offer Christ- 
mas prizes to the leading sellers in particular slow lines of 
merchandise. 

Beginning November 1, have each salesman suggest to 
each customer that they give a pair of shoes to their wife 
(or husband) as a practical Christmas gift. Show the 
customer the style leaders in women’s (or men’s) shoes. 
If the customer pleads ignorance of correct size, ask him 
to pick out a favored style and color and then when he 
gets home to do a little secret checking in the wife’s closet 
to find the correct size. Give a special card to the cus- 
tomer so that he will remember to telephone the correct 
size to the store as soon as he gets home. 

Plarf promotional pieces and Christmas cards to be sent 
to all regular customers. 

Set up the plan for your after-Christmas sales. 
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Market Week in the Metropolis 


SHOE SHOWS TO BE STAGED IN FOUR HOTELS, WITH 
SPRING LINES ALSO ON DISPLAY AT THE MARBRIDGE 
BUILDING AND SAMPLE ROOMS OF VARIOUS MANU- 


FACTURERS, AS 


NEXT week is shoe buying week in New York. Starting 
tomorrow and continuing through Wednesday, mer- 
chants from all over the country will inspect lines for 
Spring, which have been gathered together for this New 
York preview far in advance of the Spring selling season. 

Four hotels, the Marbridge Building and various 


sample rooms will welcome thousands of shoe men. 
Quality lines will be on display at the Hotel Vanderbilt, 
under the sponsorship of the Shoe Manufacturers’ Board 
of Trade of New York. Volume manufacturers will 
exhibit at the Hotel New Yorker, and many manufac- 


A 


AIR STEP SHOES 
AIR TRED SHOES, 


. ‘ Rooms 602-604 
INC. Room 716 
..Rooms 718-720 
Rooms 718-720 

Rooms 606-608 

.Room 775 

Rooms 806-808-838-874 
..Rooms 742-744-746 
Rooms 616-636 

Room 74! 

Room 616 


BARRETT SHOE COMPANY 
BETTY BARRETT ... 

BLUE RIBBON SHOEMAKERS 
BOOT & SHOE RECORDER 
BOYD-WELSH, INC. 
BRAUER BROS. ... 

BROWN SHOE CO. 
BURTON, A. M..... 

BUSTER BROWN SHOES 


CARMO SHOE MFG. CO. 
COLLEGE HILL SPORT WELTS 


D 


Rooms 603-605-607 
..Rooms 906-974 


DE LISO DEBS Rooms 823-825-829-83 1-833 
DEL-NOR SHOES ... ....Rooms 603-605-607 
DOROTHY DODD SHOE COMPANY. Rooms 732-734-736-738-740 


F 


FAIRCHILD PUBLICATIONS 
FANCHON SHOES ..... 
FASHION PLATE SHOES 
FERN SHOE COMPANY.... 
FLORSHEIM SHOE COMPANY 
FOOT REST SHOES.. 

FOREST PARK SHOE COMPANY 


Room 715 

..Room 60! 
..Room 601 
.....Room 907 
Rooms 641-643-645 
....Room 801 
Rooms 640-642 


H 


HAMILTON-SCHEU & WALSH 
HOOLYGAN KICKS eee 


. .Rooms 800-802-804 
..Rooms 916-932-934-936 


J 


JEFFERSON SHOE COMPANY... Rooms 942-944-946-948-952-956 
JOHANSEN BROS. SHOE CO... . Rooms 644-646-648-650-652-654 
JOHNSON, STEPHENS & SHINKLE .......Rooms 600-601! 


KANE, DUNHAM & KRAUS 
GEO. E. KEITH COMPANY..... Sars 
KRIPPENDORF-DITTMANN COMPANY 


..Rooms 839-841 
..Rooms 803-805 
Room 80! 


Room 672 

..Room 821 
.... Rooms 840-842-844 
. Rooms 832-834-836 


LASTEX SHOE MATERIALS 
LENNOX BAGS 

LIFE STRIDE SHOES 
LOWN SHOES, INC. 


34 


BUYERS GATHER IN NEW YORK. 


turers, particularly New England and New York State 
firms, will have their lines on display at the Hotel Mc- 
Alpin. The Marbridge Building, center of shoe buying 
all year round, will have a large number of exhibitors in 
its sales offices. And the St. Louis Shoe Manufacturers’ 
Association will sponsor the official showing of that 
market at the Hotel Commodore. 


According to an announcement by the St. Louis Shoe 
Manufacturers Association, the lines on display at the 
Commodore will include the following: 


MILIUS SHOE COMPANY, 
Rooms 840-842-844-846-848-850-852-854-856 
Rooms 846-848-850 
Rooms 752-754 
Rooms 904-872 
Rooms 904-872 


MILIUSWAY SHOES ... 

P. W. MINOR & SON, INC 
MODEART SHOES . 
MOULTON-BARTLEY, INC. 


N 
NATURALIZER SHOES 


Rooms 606-608 
NU GO FOOTWEAR CORPORATION. ty 


Room 807 


ODETTE STYLE SHOES.. Room 636 

P 
; Rooms 742-744-746 
..Rooms 916-932-934-936 
..Rooms 806-808-838-874 
Rooms 942-946-950-952-954-956 
Rooms 800-802-804 


PARADISE SHOES . 
PARAMOUNT SHOE MFG. CO. 
PEACOCK SHOES . 

PENNANT SHOE COMPANY 
PENALJO PLAY SHOES 


- 
QUEEN QUALITY SHOE COMPANY .Rooms 732-734-736-738-740 


5 
Room 600 
Rooms 900-901 -902 
Room 938 


RHYTHM STEP SHOES... . 
RICE-O'NEILL SHOE COMPANY 
ALFRED RAO SHOES, INC.... 


$ 


ST. LOUIS SHOE MANUFACTURERS ASS'N... ....Room 741 
SAMUELS SHOE COMPANY Rooms 823-825-829-83 1-833 
SMARTAIRE FOOTWEAR . , .....Rooms 852-854-856 
SPALSBURY-STEIS & DEEVERS SHOE COMPANY Rooms 906-974 
SPORT SPECIALTY SHOEMAKERS, INC.. Room 940 
SPORT WELT Room 616 


Rooms 742-744-746 
..Rooms 752-754 
Rooms 640-642 
Rooms 903-905 


TANGO PUMPS .... 
TREADEASY SHOES . 
TRIP-A-LONG STYLES 
TWEEDIE FOOTWEAR CORPORATION. 


v 
ALFRED VAMOS COMPANY 
VITALITY SHOE COMPANY 


....Room 672 
Rooms 704-706-708-774 


Ww 
.. Rooms 803-805 
..Room 702 
Room 715 


WALK-OVER SHOES . 

WINTHROP SHOE COMPANY. 

WOMEN'S WEAR DAILY . 

WOLFF-TOBER SHOE MANUFACTURING CO., 
Rooms 700-701-703-705-707 
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Beginning 
in the November Ist 


Issue of 
BOOT AND SHOE 


RECORDER 
RETAILING 


under 


NATIONAL 
DEFENSE 


A Series of Six Authoritative Ar- 
ticles on Retail Problems, Policies, 
and Opportunities, 
by 
JOHN T. BARTLETT, 
BUSINESS RESEARCH SPECIALIST 


Never before in retail history have American mer- 
chants faced the extraordinary conditions, the uncertain 
outlook that they now confront, in this Fall of 1941. 
During a trying decade, they were subjected to the en- 
forced educational discipline of hand-+to-mouth buying, 
of limited stocks, quick turnover. Now they are doing 
business in a national economy which, suddenly is switched 
from Surplus to Scarcity, and in which shifting priorities 
constantly introduce new and perplexing complications. 

The labor situation is highlighted by strange compe- 
tition and new shortages. The selective draft. Defense 
industries, paying high union scales. Personnel difficulties 
will pinch thousands of retailers in hundreds of com- 
munities within a few weeks or months. 


The tax situation is ominous. Legislative threats loom 
on the horizon. Cults and movements antagonistic to 
private enterprise are alert, donning the cloak of national 
emergency to wage war on the American system of free 
enterprise. Advertising is threatened. 


What can the retailer—the individual merchant— 
do about these new and pressing problems? 

For a timely, authoritative discussion of these and 
other questions, setting out to develop, as far as feasible, 
a blueprint for retail management, John T. Bartlett in 
recent weeks has conferred with trade association secre- 
taries, merchants, economists, political leaders (and un- 
disclosed sources of a confidential nature, built up through 
many years of professional service in the general field of 
retailing). With a Congressman, home during the recess, 
Bartlett took a field trip, during which the two inter- 
viewed many merchants. 


Bartlett has embodied his conclusions, highlighting 
the most essential facts, in a series of six articles, the 
first of which will appear in next week’s Recorper. 


The titles of the articles are as follows: 
I. DEFENSE BLUEPRINT FOR 
RETAIL MERCHANTS. 


il. NATIONAL DEFENSE AND 
CREDIT CONTROL. 


til. GETTING THE MERCHAN- 
DISE TO SELL. 


IV. SALES PROMOTION IN A 
SCRACITY ECONOMY. 


Vv. PERSONNEL MAKESHIFTS 
AND SOLUTIONS, 


VI. DEFENSE TAXATION — THE 
RETAILER’S STAKE. 


Don’t miss 

this timely, interesting series, packed full 
of information that will give you a new in- 
sight on the retail problems of today. 











Sell Style for Wet Weather 


COLLEGE and school promotions this Fall have promi- 
nently included campus rubber boots along with all the 
other standbys of the collegiate and prep school ward- 
robe. There is a bigger market for this merchandise 
than just the college trade, so why not continue this 
idea right through the other Fall fashion promotion? 
Women are definitely expected to adopt the rubber boot 
for street wear this year. 

Days of the floppy, sloppy galoshes and strictly util- 
itarian rubbers have long passed. Today’s smart rubber 
footwear exacts no penalty in looks for the protection 
it gives. Since rubber footwear has taken such definite 
strides styleward, it becomes quite logical to show dif- 
ferent models to accompany varied types of clothes 
and shoes. 

Just as you show the correct boot style for the campus 


“shoe, you can include the right boot or rubber style 


for street shoes, for dressy shoes and for evening shoes. 
In other words you can play up the right rubber foot- 
wear to accompany, and smartly protect, the various 
types of shoes that you show. 

Both cut and color bespeak style coordination. Pro- 
motion of the rubber for the occasion and for the cos- 
tume are definitely possible. It was this idea that 
increased shoe pairage . . . it can increase rubber sales. 
Teach your customers the smartness of a rubber foot- 
wear wardrobe. The idea may not click 100 per cent 
at once, but there’s nothing to lose afid everything to 
gain through developing the “wardrobe” angle. 

Imagine the extra-pair possibilities at the fitting stool 
if, when a woman has just selected a certain type and 
color of shoe, the salesman shows her an equally ap- 
propriate rubber or boot! 

Inexpensive unit settings consisted of a panel covered 
in a popular Fall fabric, or a mounted cut-out of a new 
style from the fashion magazines, are successfully used 
to emphasize an appropriate shoe. To this display add 
a suitable rubber style. In ads, in windows, in the store, 
carry out the idea of showing the correct rubber or 
boot and you will be surprised how fast vour custom- 
ers will become educated to the idea of a “wardrobe” 
of boots and rubbers. What’s more, they will be learn- 
ing to buy their rubber footwear in advance of bad 
weather and so will buy better merchandise and with 
more care and thought. 


Hanover Opens New 
Rochester Store 


Rocuester, N. Y.—The Hanover Shoe Company 
opened its new “super store” recently at 155 Main Street 
East with P. P. Stover, who has been in charge of its 
business here for the past three years, as manager. 

The store has an attractive front, with adequate dis- 
play windows. The interior, finished in blonde maple, 
is daylighted with a fluorescent system. The hosiery 
counter is at the entrance on the right. 
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For Rent 


IN CHICAGO 


To Manufacturers: 


Sample rooms in The Republic Building, State at 
Adams, one-half block south of the Palmer House. 


To Jobbers and Wholesalers: 


Large spaces in the wholesale district and in the 
“Loop” District. 








To Retailers: 





Well-located store locations in several outlying 
shopping districts and a number of splendid “loop” 
locations. 


For complete information please consult 


LOUIS HALLER 
GORDON STRONG AND COMPANY 


209 S. State Street Harrison 8191 
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Whether low heels or high heels—or 


the range between — there's an accurate 


interpretation in wood of a particular 


need in your Spring line. 


Lasts styled to the mode 
Accurately graded 
Carefully produced 
See our latest creations on display October 26, 27, 


28, 29 at the Hotel New Yorker, Room 815, or visit 
our Style Studio, Marbridge Building 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


Boot and Shoe Recorder 





reas 
ridi 
he ¢ 
the} 
is n 
line, 
ama 


ANNE AD 


[CONTINUED FROM PAGE 27] 


watch. His mind is already on a dif. 
f. rent subject. 

“But that’s all right,” he concludes. 
“ ust make the changes I’ve mentioned, 
pat in the broguies and it’ll be O. K.” 

He leaves the dressing room. In fact 
i> leaves it flat. 

Anne Ad walks slowly to the dressing 
‘able and sits down with her chin in her 
rand. She is completely let down, un- 

erved. But she is not infuriated. For 
nne Ad is no fool. 

She knows, with a woman’s intuition, 
that it is not a strange trait in her Boss 

hat he should want to pass on the 
ierits of her work and be a part of its 
reation. She knows that in addition to 
his rightful desire to see that his busi- 
ness is properly publicized he also has 
a perfectly natural urge—a universal 
urge—to see his own words and 
thoughts and ideas in print. And she 
realizes that he is in a position to 
gratify this urge if he so desires. 

She regrets that his logic and reason- 
ing are allowed to become a part of her 
visible being because she suspects that 
logic and reasoning are not always 
effective in advertising. 

Anne Ad’s best appeal, her most pro- 
ductive qualities, she knows are emo- 
tional and psychological. And therefore 
the Boss’s contributions to her handi- 
work are worse than terrible. They 
are fatal. 

Anne Ad also knows that, since the 
Boss is paying for .her powder and 
rouge, she had better suffer alone and 
in silence. There is no other way. 

So she kicks off her pretty new 
pumps, puts on the old broguies, ties 
the arms of her coat about her waist, 
wraps her skirt around her shoulders 
and thoughtfully walks out into the 
street. 

Why is it, she ponders, that when he 
hires a shoemaker, he lets the shoe- 
maker do his shoemaking? And if the 
public doesn’t like the shoemaking he 
doesn’t grab a hammer and an awl and 
work on the shoes himself. Why is it 
that when he hires a bookkeeper he 
doesn’t do half the bookkeeping him. 
self? And then why is it that he spends 
such important money as advertising 
money without realizing that advertis- 
ing is a technical subject about which 
he knows nothing at all? 

He wouldn’t think of doing the art 
or drawing the shoes for Anne Ad, she 
reasons, because he could easily see how 
ridiculous his work would appear. But 
he does not hesitate to have a hand in 
the rest.of Anne Ad’s product because it 
is not. apparent to him that his head- 
line, copy and layout taste are equally 
amateurish. He is blind to these faults, 
she knows, but he is also signing the 
cheeks by which Anne Ad must live. 

rs is keeping Anne. For good or for 
vad, 

And so it is that Anne Ad lives a 
precarious life; often snubbed by the 
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public, laughed at by competitors, 
ignored by purchasers, ridiculed by 
manufacturers, and promoted by 
schemers. But Anne Ad, as we have 
said, does the best she can under the 
prevailing circumstance. 

She is fully aware that the reading 
public is selfish and is interested only 
in itself. Only by appealing to this self 
interest, Anne Ad knows, will publicity 
draw sales. 

Anne Ad knows that the public 
doesn’t care a whoop how long a mer- 
chant has been in business. Nor what 
a substantial shoe store he has created. 
Nor whether he is headquarters for 
anything under the sun. Nor whether 
he is over-stocked. Nor whether his 
stocks are complete. Nor in his “pre- 
senting” this or that. Nor what this 
or that is made of. Nor how superior 
it is. : 

The public wants to know: 

Will it make me beautiful? 

Will it make me comfortable? 

Will it make me happy? 

Will it make me important? 

Will it make me superior? 

Will it make me smart? 

Will it make me wealthy? 

Will it bring me pleasure? 

Anne Ad knows these human traits 
and uses them in planning and creating 
advertising, and if you want Anne Ad 
to sparkle, to be appealing, to be popu- 
lar, to make friends, to create prestige, 
to establish a personality, and above 
all else to sell shoes, let Anne Ad be 
herself. 

Unless you are a professional show. 
man instead of a shoeman, don’t ruin 
Anne Ad with your own personality. 


Shoe Stores Use 


More Advertising 


RocHestTer, N. Y.—Retail shoe mer- 
chants are using more advertising 
space on local newspapers than they 
have at this season for a number of 
years. 

This is a national defense center, 
with many factories devoting an in- 
creasing amount of their facilities to 
the production of precision instruments 
and other materials needed for arma- 
ment. There has been a consequent in- 
crease in employment. 

For that reason, retailers are making 
use of the opportunity to sell more 
shoes, with a general understanding of 
the necessity for keeping their wares 
before the public through the medium 
of the printed word—when more people 
than usual have money with which to 
buy. 

With the exception of a few days of 
excessive and unseasonable heat, busi+ 
ness has been good, with prospects that 
it will continue so while the expansive 
advertising lasts. 
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“Making Money at the Thing 
| Like Best To Do” 


says 


Mr. L. H. Lohff 
MANAGER 


HEALTH SPOT SHOE SHOP 
163 W. RANDOLPH 
CHICAGO 


Mr. Lohff is the go-getter, live- 
wire type of salesman. He is en- 
thusiastic and hard-working, 
and wins friends easily by his 
genuine sincerity. 


As a result, he is having a very 
profitable experience under the 
Health Spot Shoe Shop plan 
which pays him a regular salary 
PLUS a liberal share of the 
profits. 


There is a real incentive to work 
hard and produce, because the 
greater the pairage, the more 
he earns. 


Men like Mr. Lohff who have a 
good knowledge of shoes and 
shoe fitting, gained from years 
of experience, are grateful for 
this profit-sharing plan which 
gives them a chance to capital- 
ize on their ability. 


MEN WANTED 


As new Health Spot Shoe Shops 
open, there is an opportunity for 
good men to create desirable 
jobs for themselves. 

Send for an application blank 
today if you are interested in 
this profit-sharing plan. 


HEALTH SPOT SHOE SHOPS, INC. 


INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 














THE! 


RUSH — RUSH! (1) We are at full capacity in our endeavor to give good service on 
deliveries to shoe manufacturers upon whom demand is pressing from 
merchants and the Government for shoes bottomed with composition 


soles, for use in vital defense industries. 


TIT-FOR-TAT! onA 


(2) Most of these shoe manufacturers have been our loyal customers 
during the past 22 years, therefore we make a special effort to serve 
them expeditiously and with normal pricing during these difficult times 


when priorities plague one’s regular course of activity. 


(3) We have a tradition for quality and service, established a decade 

ago by our founder, J. E. Grosjean, which centers in the enviable 

reputation of GRO-CORD, RAW-CORD, NEO-CORD and CRAFT-CORD I 
soles and heels, and which we as suppliers to a busy industry strive 

to live up to meticulously. 


TRADITION! 





P r 

DON’T PANIC (4) Thus we fcrego any desire to take advantage of a seller's market | 
THE BOAT! by pricing our product either up to or ahead of the prevailing market 

for either raw materials or labor costs. C 

And, we counsel aqainst panic buying at any price to insure deliveries the 

from fear of a shortage of soles and heels. . = 

5, 6 

QUALITY (5) Our suppliers in turn assure us they can and will meet our require- <a - . ent 

SIGNS! ments for the necessary quality of and quantity of materials for main- we, will 

* taining the well known standard of quality which aids your selling at fr ind 

the fitting stool when you turn a shoe bottom up and show your cus- , f Spo 

tomer it bears either of the following marks of true value: GRO-CORD, Wk tail 

RAW-CORD, NEO-CORD or CRAFT-CORD. ; at a 

I 

the 

A MANUFAC REC : tior 

THE LIMA CORD SOLE & HEEL COMPANY « LIMA, alr 

dis 

it | 

:) The only way for stocking depart- also appeared on the reprints of maga- rte 
What’s Afoot ments to 2 this situation 4 a bade zine ads. If they didn’t do it this time = 
In Stocking Styles stockings and stocking styles constantly i — wagon tie-up bso — 

; is very useful—that’s a mailing to cus- 

[CONTINUED FROM PAGE 22] pers D cypetbrcact Fe Oe seamnat reproductions of the magazine = 
color from the opening in the shoe to of a hosiery wardrobe—the right stock- ads on which has been pasted a sticker ity 
the skirt hem, is not pretty with colored ing for the right occasion and the right Te@ding: “Miller’s sell Winthrop shoes dis 
stockings. The color trend in afternoon shoe. There is plenty of news and sell- ™ Chattanooga—glad to show them to ove 
and evening stockings is to very vivid ing talk in this year’s hosiery styles and YOU—come in. an 
shades, contrasting with the shoe. The plenty to think about in selecting shoe This reviewer used to go farther and the 
trend to sheer black stockings is con- styles that will fit into that hosiery ™make up a broadside of nationally ad- re 
tinuing. : picture. vertised products sold in the store using tif 

Another phase of this hosiery situa- the cut-out ads from magazines as they | 
_ that ard = os to eg appeared. Of course they were reduced thi 
what we might call the “cosmetic solu- . . in size. This made a very good monthl po 
tion.” For several —— girls have Strong Tie-Up Builds poh oe to go out with ‘ahoanduaa, pate’ wi 
been going barelegged in the Summer Bysiness also for package enclosures. Some man- te 
months, oven in town, Their . number ufacturers supply material for this ™ 
may increase in the present hosiery [CONTINUED FROM PAGE 30] by 
situation and especially with new cos- ee f i . - tic 
metics on the market, destined to cover given the window display by the cut-out RECORDER believes in “tie-up,” both 
up the white, naked look of most bare figure of the painter at work on the with the manufzcturer’s publicity and se 
legs. Tiny foot socks of footlets will sign in the background, on which ap- in building up complete promotions for of 

peared the sketch of the Sultan, which the store’s own promotion program. th 


also be increasingly popular. 
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Reservations Point to Big 1942 Shoe Fair 





Program of Clinics, Conferences and Noon-Day Luncheon 
Meetings Announced with Tabloid Style Show Monday 


CHICcAGO—With over 90 per cent of 
the total exhibit space already sold, 
the Joint Committee of the National 
Shoe Fair, to be held in Chicago, Jan. 
5, 6, 7 and 8, is of the opinion that this 
enthusiastic support indicated the Fair 
will be the “all out” effort of the shoe 
industry for 1942. The Fair is jointly 
sponsored by the National Shoe Re- 
tailers Association and the National 
Boot & Shoe Manufacturers Associa- 
tion. 

Leading manufacturers, recognizing 
the importance of the Fair as the na- 
tion’s number one Shoe Show attract- 
ing the greatest number of buyers, have 
already made reservations for over 845 
display rooms. Without contradiction, 
it can be stated that the list includes 
not only all principal markets of the 
industry, but also the great names in 
the manufacturing shoe world. 

Exhibit space has been allocated on 
all floors at the Stevens Hotel, from the 
third to the fourteenth, with the qual- 
ity group again concentrating their 
displays on the twenty-third floor, With 
over 845 display rooms already reserved 
and the Fair over two months away, 
the Joint Committee’s optimism for a 
record-breaking show seems to be jus- 
tified. 

The huge number of exhibits sold at 
this time indicates the enthusiastic sup- 
port on the part of manufacturers, 
which is shared equally with the na- 
tion’s buyers, many of whom have al- 
ready anticipated their visit to the Fair 
by making their sleeping room reserva- 
tions in advance. 

Business generally in 1942 will pre- 
sent many complicated problems. Those 
of the shoe merchant will be no less 
than others. The new increased taxes 
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and new selling difficulties will urge 
every merchant to equip himself with 
as much information and knowledge as 
it is possible to acquire, in order to 
plan a successful operation in 1942. 

Defense industries are attracting 
sales people from all types of retail 
stores, and merchants are studying the 
situation with deep interest in an effort 
to meet this difficulty. Price disloca- 
tions confronting many retailers with 
the problem of what to do with fixed 
price lines, will bring numerous dealers 
to the Fair to discuss this point with 
others in the trade, hoping to find an 
answer through merchant contact. 

The National Shoe Fair offers the 
greatest advantage for merchants to 
analyze the new price trends and study 
the quality of the many lines on exhibit 
at the Fair. A major part of the mer- 
chant’s time will be spent in sample 
rooms, where he may inspect hundreds 
of shoe lines. 

The Fair offers an accurate measur- 
ing stick for every merchant to use in 
analyzing and comparing lines best 
suited for profitable merchandising. 
Many merchants are asking themselves, 
“How for in advance may I anticipate 
my requirements?” While no policy or 
guide could possibly be given with any 
degree of accuracy, discussion with 
manufacturers and other successful re- 
tailers at the Fair should be helpful 
in planning a proven buying and selling 
program. 

To offer every assistance to mer- 
chants in working out many of their 
store operating problems, the Joint 
Committee has announcd the continua- 
tion of the “Expense Control and Store- 
Management” clinics which will be con- 

(TURN TO PAGE 42, PLEASE] 
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Hide Duty Cut in New 
Argentina Trade Agreement 


Boston, Mass.— The newly-nego- 
tiated reciprocal trade agreement with 
Argentina includes a provision for a 
50 per cent reduction in the duty im- 
posed on imports into this country of 
cattlehides from the former country. 

The reduction in the duty is from 10 
per cent to five per cent ad valorem, 
and is the maximum allowed by law. 
The new duty goes into effect Novem- 
ber 15 of this year and is applicable 
to all hides of the bovine species, in- 
cluding calf and kip skins. 


Stenbock Leaves 


Innes Shoe Co. 


Los ANGELES, CALIF.—Julian Sten- 
bock has resigned his position with the 
Innes Shoe Co. after serving there for 
the past three and a half years. He 
intends to remain on the Pacific Coast 
in the retail shoe business. 


W. F. Mashin Takes Over 
New York Territory 


AuBURN, N. Y.—Announcement is 
made by Dunn & McCarthy, Inc., that 
William F. Mashin of New York City 
has been made a member of its sales 
organization to represent the Enna Jet- 
tick line of shoes in the metropolitan 
area of New York. He _ succeeds 
Harold Flynn, who has been trans- 
ferred to Pennsylvania territory to 
take the place of the late O. J. Paden 
who was fatally injured in an auto- 
mobile accident in Pennsylvania while 
returning from a sales convention. 

Mr. Mashin, who was formerly asso- 
ciated with shoe departments of New 
York department stores, was a travel- 
ing shoe salesman in the New York 
district for the past eight years. Mr. 
Flynn had the New York territory for 
Enna Jettick for the past nine years. 
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How New Excise Taxes May Affect Shoes 





National Shoe Retailers Association Issues Bulletin Explaining 
Taxation Requirements on Fur Trimmed and 
Jewelled Footwear 


New York—Having received many 
requests from members for information 
with regard to the new Federal excise 
taxes in relation to furs and jewelry, 
the National Shoe Retailers’ Association 
has issued a special bulletin covering 
these points and quoting official rulings 
from the Commissioner of Internal 
Revenue. The bulletin says in part: 

“FURS.—We are advised that fur 
trimmed shoes are taxable where the 
component material of chief value of 
the article is “that component material 
which is not exceeded in value by any 
other single component.” 

“Ordinary sheep shearlings are not 
taxable. Electrified shearlings, when 
dyed to imitate fur, are, according to 
the present understanding, taxable, if 
such electrified shearling is the com- 
ponent part of chief value of the slip- 
per. (Electrified shearling is the term 
applied to dyed and processed sheep- 
skin shearlings, finished to resemble 
fur skins, having very much the appear- 
ance of sheared beaver or mouton.) 

“JEWELRY.—SHOES. Upon di- 
rect inquiry, we received the following 
telegram from Capt. D. S. Bliss, 
Deputy Commissioner of the Bureau of 
Internal Revenue: 

“‘Reference telegram fifteenth. 
Rhinestone shoe buckles not taxable 
unless made of ornamented mounted or 


fitted with precious metals or imitations 
thereof or precious or semi-precious 
stones or imitations thereef. Shoes so 
ornamented not taxable provided orna- 
mentation is of minor value and per- 
manently attached thereto. Shoes orna- 
mented with brass nailheads not tax- 
able.’ 

“HANDBAGS. Capt. Bliss, Deputy 
Commissioner, has ruled that ‘the tax 
applies if handbag contains gold filled 
ornamentation or clasp. If ornamenta- 
tion or clasp made of brass or of non- 
precious metal, brushed, washed, or 
dipped in gilding,. there is no tax. If 
ornamentation or clasp is gold plated, 
tax applies.’ 

“The above quotation from Capt. 
Bliss would indicate that practically all 
inexpensive handbags are not subject 
to the tax. However, it would be ad- 
visable to examine the metal or orna- 
ments carefully in bags selling at more 
than $7.50. 

“The Bureau of Internal Revenue 
has issued a warning to merchants not 
to advertise that they are paying retail 
taxes on certain articles and not passing 
on the cost to their customers. 

“The Internal Revenue Code, officials 
pointed out, prohibits such advertising 
and provides a fine of not more than 
$1,000 for violation of the prohibition.” 


Canadian Shoe Production 
At New High 


MONTREAL, CANADA — Keeping pace 
with marching feet, the Canadian pro- 
duction of leather footwear is estab- 
lishing records, the Dominion Bureau 
of Statistics reports. In August output 
totalled 2,965,637 pairs compared with 
2,883,741 in July and 2,362,680 in Au- 
gust, 1940, the gain over a year ago 
being 25.5 per cent. 

In the first eight months of this year 
production was 20,806,300 pairs com- 
pared with 16,969,649 in the same 
period in 1940. 


Winthrop Salesmen on the 
Road with New Spring Line 


St. Louis, Mo.—Following the an- 
nouncement that the company had a 
sales gain of 81 per cent for the past 
season, the Winthrop Shoe Co. sales- 
men departed from headquarters last 
week with their new Spring line. The 
Winthrop advertising for the new sea- 
son will continue to feature the E. 
Simms Campbell drawings of the little 
Sultan and his lovelies. 


‘Parkave’ Makes Debut 


New YorkK—Bally, Inc., of this city, 
are presenting a new line of tailored 
types, made in Philadelphia and styled 
and sold by Bally of New York—to re- 
tail in the “deb” class of prices. This 
line has an individuality of its own and 
will not conflict with the imported line. 
They will be tailored types in high and 
low heels. 

“Parkave” by Bally will have its first 
showing of this collection at the Van- 
derbilt Hotel—October 26, 27, 28, 29. 





845 Rooms Already Reserved 
For Shoe Fair 


[CONTINUED FROM PAGE 41] 


ducted for the seventh consecutive year 
by members of the staff of the North- 
western University School of Com- 
merce. It is anticipated that an over- 
whelming interest will be manifested by 
retailers in these consultant conferences 
where merchants may learn more about 
store management, new taxes, and mer- 
chandising for 1942. 

Approval has been given for three 
noon luncheons to be held on Monday, 
Jan. 5; Tuesday, Jan. 6, and Wednes- 
day, Jan. 7. The opening Monday noon 
luncheon meeting at the start of the 
Fair business week will be devoted ex- 
clusively to fashions, featuring a tab- 
loid style show reviewing trends and 
timing for new Spring footwear. 

The National Shoe Retailers Associa- 
tion will hold their annual meeting on 
Tuesday at the noon luncheon meeting 
and the Wednesday noon luncheon 
meeting will be sponsored by the Na- 
tional Boot & Shoe Manufacturers As- 
sociation. Speakers for the Tuesday 
and Wednesday luncheon meetings will 
be announced later. 
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“Simplicity in display, nothing! That's just'— — laziness!" 
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Shoe Men Urged to 
Join Red Cross 


New YorkK—George H. Meailey, 
chairman of the Tanners Leather Group 
ip the current Roll Call of New York 
Chapter, American Red Cross, urges 
shoe and leather men to support Red 
Cross activities. He issued this official 
statement: 

“By supporting the Red Cross in 
this year’s Roll Call, one can make a 
definite contribution to national de- 
fense. Red Cross workers serve at all 
military and naval stations, giving aid 
to the personnel, while in home com- 
munities they help needy families of 
service men, 

“New York Chapter provides blood 
plasma to the Army and Navy for 
transfusion use. It makes surgical 
dressings for the armed forces. The 
Red Cross obtains nurses for the Army 
and Navy. The Chapter trains nurses 
for nonprofessional service in hospitals. 
This year the Chapter also instructed 
13,000 New Yorkers in first aid, 15,000 
in water safety, 4,500 in home nursing, 
and 1,125 in nutrition. 

“By and through the Red Cross, $47,- 
087,000 in war relief has been shipped 
overseas with the New York Chapter 
alone, providing 360,479 garments and 
1,440,454.000 surgical dressings; it 
helped 15,000 New Yorkers seek word 
of 34,000 relatives in 51 war-affected 
countries; forwarded 9,000 orders to 
deliver food packages to war prisoners 
in German camps, and its disaster can- 
teen fed 1500 child refugees arriving 
here. 

“Red Cross activities are maintained 
by voluntary contributions. This year, 
in order to carry on its national defense 
activities, the American Red Cross 
needs two-and-a-half times as many 
members as in 1940. I urge all to join 
during this Roll Call, November 11 to 
30.” 


Julian & Kokenge 
Salesmen Meet 


CoLuMBuUs, OHIO—Executives, sales- 
men and 55 retailers of The Julian & 
Kokenge Company, shoe manufacturers, 
met last week at the semi-annual sales 
conference held at the Deshler-Wallick 
hotel, here. The Spring line of Foot 
Saver shoes were presented to the visit- 
ing store executives, who represent 
some of the largest retailers in the 
country. Advertising plans for the line 
which embrace the use of over three 
hundred newspapers and four of the 
leading women’s magazines, were also 
presented at a noon luncheon by James 
T. Aubrey, president and J. J. Finlay, 
vice-president of Aubrey, Moore & Wal- 
lace, Inc., Chicago, advertising counsel 
for the company. 

Herbert Lape, Jr., president of The 
Julian & Kokenge Company, presided 
at the evening banquet and meeting. 
Other speakers were Herbert Lape, Sr., 
chairman of the board, and L. J. Mc- 
Carthy, director of marketing of Hearst 
Magazines, Inc., New York City. 
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fing and not show it. So 
when the Mothers come 
to town, be sure you have 
plenty of Trimfoot Shoes 

in Brogandi on hand. 





Sure, I'm on a high horse. Who wouldn't 

be cocky in a pair of shoes like mine? Just a 
minute and I'll get down and walk—which is really just as 

much fun as riding when you've got a pair of Trimfoot Pre-School 
Shoes made of Brogandi. This soft, supple Brogandi i J 
leather you can really count on to let your feet 
and to give growing feet a chance to devel- 
op properly and normally. And the 
handsome grained finish is perfect, for 
my shoes have to take a lot of scuf- 


d of 


* Trade-mark Registered U. S. Patent Office, An Exclusive Tannage of 
JOHN R. EVANS & CO., CAMDEN, N. J. 





Joins Hannahsons’ 
Sales Staff 


New York—Harry Buchsbaum has 
recently joined the sales staff of Han- 
nahsons Shoe Company of Haverhill, 
Mass., and will represent that firm in 
Greater New York, New Jersey, West- 
chester County and Long Island. He 
will operate from his office at 115 West 
Broadway in New York City. 

Hannahsons Shoe Company is enjoy- 
ing an increase of sixty per cent over 
the corresponding period last year in 
evening footwear business with no ap- 
parent letup in the demand for this 


type of footwear since the plant is 
running at near capacity production. 


Correction 


In a news item in the October 1lth 
issue of the REcoRDER it was stated 
that Charles Frailing, manager of the 
Walk-Over Shoe Store in Madison, Wis- 
consin, sold 185 pairs of shoes to one 
customer since August 28th of this 
year. This was an error; the item 
should have stated that these shoes 
were sold between March 28, 1936, and 
August 28 of this year, at the rate of 
about three pairs a month. 





Scuffless Heels are used on 


E. . PU PONT DE NEMOURS & CO. (INC), PLASTICS DEPARTMENT, ARLINGTON, NEW JERSEY 


Famous shoes win and hold friends, be- 
cause they give style plus such extra 
performance features as Scuffless 
“Pyraheel” plastic heel covering. 
Matching smartly either the trimming 
or the shoe, this heel covering resists car 
driving scuffs, curb scratches, dents 
and fading when it’s wet underfoot. 
A share of any retail stock can boast 
this valued talking point. Merely ask 
your sources to deliver Scuffless 
“Pyraheel”on all covered heel numbers. 








Shoe Windows Should Sell 
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ladder steps were used for displaying 
other shoes, bags and hosiery. 

Everybody knows what a ladder is 
for, but a red one in a shoe store win- 
dow contains an element of surprise. 
Red ladders are unusual. The result 
of this window, featured during a hot 
October spell of weather at a time when 
trade was abnormally quiet, gave sales 
a decided impetus. The appeal was to 
the person with a foot problem; the 
window, therefore, was serious in tone, 
but not serious enough to be sombre. 

Live models can be used effectively. 
An early November window has live 
models walking in the window, but 
shows them only from the knee down. 
Each one carries a stick to which a 
printed message is attached and calls 
attention to the features of the shoes— 
special lasts, ample tread, color, pat- 
tern, etc. In shoes designed to give the 
wearer a greater-than-usual amount of 
comfort, it is necessary to tell what the 
shoe is designed to do for the foot. It 
may be an old, old story, but the fact 
remains that the consumer is chiefly in- 
terested in what the merchandise will 
do for her. 

Fashion merchandise is often high- 
lighted by stressing one feature of the 
merchandise. A window titled “Artis- 
try in Footwear” had its accent on 


44 


heels. This was strictly a style window 
of fashion shoes in which an artist’s 
easel, brushes, etc., were used for 
dramatic interest. 

Good results can not be expected from 
windows which are overcrowded with 
merchandse. In some way the display 
manager must tell the public the. reason 
why the buyer selected the particular 
shoe which is pictured. That idea con- 
veyed to the public makes sales. People 
have come to expect windows to be 
cheerful and newsy, windows that tell 
a story clearly and concisely. Every- 
one enjoys a good story; as far 
as windows are concerned, customers 
have no time to study a story told in a 
poorly planned display. These are times 
of stress and pressure; windows must 
be clear and to the point to merit even 
passing attention. 

In far too many instances, especially 
among the independent stores, the dis- 
play department is the Orphan Annie 
of the institution. Every display de- 
partment, from the smallest store to 
the largest store, should receive a cer- 
tain percentage of the advertising budg- 
et on which to operate. This is usually 
about 1 per cent of the gross, in some 
cases more. A fixed percentage is neces- 
sary so that the display man can plan 
window promotions months in advance 


with’ the assurance of having the 
money to carry out the program. In the 
long run, this budget plan will prove to 
be the most economical way of operat- 
ing the display department. 

The closest cooperation between the 
merchandising head, the advertising 
department and the display department 
is necessary. All should work in com- 
plete harmony, knowing well in advance 
of all planned promotions and special 
events. The management’s recognition 
of the tremendous job the windows are 
expected to do goes a long way to make 
the job interesting and effective. 

Here at Innes we are striving to- 
ward simple selling windows. We are 
not so much concerned with elaborate 
backgrounds, but we are doing every- 
thing we can to dramatize the articles 
we have for sale. Before any window is 
installed, it must be a window which 
will sell shoes, and sell them in the way 
in which this store has built its repu- 
tation over a long period of years. 

A study made by this association of 
the latest Retail Census of Distribution, 
it is announced, reveals that chain 
store sales during 1939 equalled the 
combined shoe sales of independent re- 
tail stores and leased shoe departments. 
“Chain stores totalling 5721 sold $306,- 
816,000 of shoes,” says a statement 
issued by the company, “while 13,215 
independently owned retail shoe stores 
accounted for a volume of $253,822,000 
and 1522 leased departments reported 
gross shoe sales of $52,549,000 during 
1939. In other words, one-fourth of 
all the shoe stores in the country sold 
50 per cent of the total volume of shoe 
sales for that year. 

“In considering the extent of the 
volume of sales made by chains, an 
even more striking picture of their 
share of the shoe market can be gleaned 
from a study of sales for each of the 
leading States. In New York State, 
with total retail sales during 1939 of 
$108,594,000 which is more than the 
combined sales made in 30 other small 
states, chain stores did 61 per cent of 
the total retail shoe volume-—in New 
York City chains accounted for over 
64 per cent of total sales. In the Dis- 
trict of Columbia chain stores captured 
66 per cent of the retail market: over 
50 per cent in Pennsylvania, Illinois, 
Ohio, California, New Jersey and Vir- 
ginia and 72 per cent in Arizona, to 
mention only a few. Chain store sales 
in the New England States were not 
as large: Connecticut 53, Rhode Island 
52, Massachusetts 41, New Hampshire 
37 and Maine 3 per cent.” 


Store Moved to New Building 


JOHNSON CrTy, TENN.—The Wallace 
Shoe Department, combined with the 
Darling Shop, here, recently reopened 
in a remodeled building at 219 Main 
Street. Lighting and other fixtures in 
the building are modern throughout. 
Jerry Wallace is manager of the shoe 
department and Mrs. Pauline Mettetal 
manages the Darling Shop. 
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Rk. Neumann & Co. Secretary 
Given Testimonial Dinner 

New York— Eugene C. Metzger, 
sales manager and secretary of R. Neu- 
aann & Co., tanners, was tendered a 
testimonial dinner by his associates on 
Monday evening, October 20th, at the 
Harmonie Club, New York, in token of 
his 50th year with the company. 

Mr. Metzger started with R. Neu- 
nann & Co. as a boy and this connec- 
tion through a half century was his 
nly job. As his duties and responsi- 
bilities inereased, Mr. Metzger travelled 
throughout the country where he has 
made many friends in the luggage, 
pocketbook, bookbinding and accessory 
trades. 

All executives and salesmen of R. 
Neumann & Co., gathered at the Har- 
monie Club where George B. Bernhein, 
Chairman of the Board, and also a past 
president of the Club, presided as 
toastmaster. In token of the occasion, 
a handsome, engraved sterling silver 
pitcher was presented to Mr. Metzger, 
who responded feelingly and with high 
appreciation of the honor shown him. 

Mr. Metzger still “rides high in the 
saddle” and is as active as any of his 
younger associates. 


September Shoe Production 


Sets New Record 


New York—According to the Tan- 
ners’ Council of America, shoe produc- 
tion in September is estimated at 44,- 
250,000 pairs. Production at this level 
would set a new record for the month 
and exceed output a year ago by 26.1 
per cent. For the past three months, 
activity in the shoe industry has held 
above 44 million pairs, a level of 
monthly output previously reached on 
only a few occasions. Including esti- 
mated September production, total out- 
put for the year amounts to 375,357,- 
000 pairs, an increase of 23.1 per cent 
from the comparable 1940 output of 
304,967,000 pairs. 

It is reported by the Council that 
manufacturers’ schedules for October 
indicate a continued high volume of 
production. However, it is also stated 
that new orders in some divisions of 
the shoe industry have been curtailed 
recently. Since production has been 
holding above retail sales for an ex- 
tended period the trade would not be 
surprised to meet with reduced activity. 

Comparative figures for shoe pro- 
duction in the first nine months of 1941 
and preceding years are as follows: 
1941 (est.), 375,357,000; 1940; 304,967,- 
000; 1939, 326,044,000; 1938, 295,692,- 
000; 1937, 340,522,000; 1936, 311,587,- 
000. : 


New England Shoe 
Production Gains 


Boston, Mass—The New England 
shoe states Massachusetts, New 
Hampshire and Maine—during August 
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of this year produced 15,329,567 pairs, 
representing a gain of 8 per cent over 
the same month in 1940, according to 
an analysis prepared by the New Eng- 
land Shoe and Leather Association. 
Massachusetts’ gain was 10 per cent 
that of Maine was 12 per cent and New 
Hampshire showed an increase of only 
two per cent. Massachusetts led all 
shoe states in production this month 
with a total of 8,346,156 pairs, followed 
by New York with an output of 7,798,- 
609 pairs. 

For the eight months period, Janu- 
ary-August, the New England shoe 
states produced 116,705,162 pairs, an 
increase of 22 per cent over the same 
period a year ago. Massachusetts’ 
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shoe output was 24 per cent greater 
during this period and the gains for 
both Maine and New Hampshire 
amounted to 20 and 18 per cent, respec- 
tively. 

The Massachusetts shoe industry em- 
ployed approximately 42,000 workers 
during August and the average amount 
of total weekly wages paid them 
amounted to $837,442, acording to the 
Association’s analysis of the indices of 
the Massachusetts Department of Labor 
and Industries. This represented no 
change in employment and 29 per cent 
increase in payrolls over the same 
month last year. The average weekly 
wage during August amounted to 
$23.47. 
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Surgeon's § (Prescription) Foot-Brace — Style S 


This is the most popular medium-priced arch support 
ees aula be 
° ic specialists prescri 
lief for all cases of tired, aching feet, weak or broken- 
down arches, etc. 
Made on scientific lines, light in weight, though very 
urable. 
requirements of the foot. 

Sizes: Women's 2-3, 4-5, 6-7, 8-9? Wide and Narrow 

Men's 6-7, 8-9, 10-11, 12-13 Wide and Narrow 
Wholesale $24.00 dozen pairs. Retail $4.00 per pair. 


SEND FOR NEW CATALOG 


SHOE SUNDRIES, Inc. 


Exclusive Distributors for Arrowsmith Foot Correctives 
216 W. Evergreen, Chicago, IIl. 
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"Round the Trade 


ROCHESTER 


Fred L. Myers, who recently joined 
his brother in a new Gray’s store at 
44 Main Street East, has just returned 
from a visit to Boston. 

* + * 

Henry Merton Smith, a director of 
the New York State Shoe Retailers As- 
sociation, to whose store at Penn Yan, 
N. Y., customers have followed a beaten 
path for many years, makes effective 
and economical use of the letters in 
his name in forming a part of the 
sign above its door. They are arranged 


like this: 
erton mith 
Msx . — 
* * * 


enry 
onest 

Font R. McGee declares with empha- 
sis that “it takes all kind of feet to 
make a world.” He should know be- 
cause he has been making lasts for 
irregular or deformed feet for the past 
59 years—one of the few last special- 
ists in the country carrying on this 
work, in which he has been longer than 
any of the others. 

7 * « 

George F. Johnson, the famous head 
of the Endicott-Johnson Corporation of 
Binghamton, N. Y., was 84 years old 
Tuesday, Oct. 14—a milestone before 
which thousands of shoe workers stand 
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at reverent attention. To the men and 
women employed in its many plants, he 
is always “George F.,” whom they 
understand and love as the man who 
built a great industry and always gives 
the other fellow a square deal. 

= * * 

Councilman John Hart, of Rochester, 
often talks of municipal problems while 
fitting the shoes of customers in his 
store on Main Street East, with good 
humor and philosophy given a place in 
conversations as he talks of politics 
and shoes. 

. * + 

William Pidgeon, nationally known 
shoe retailer, will speak before the 
Pawtucket, R. I., Chamber of Com- 
merce, Nov. 3, on “A Working Phi- 
losophy for Business Men.” A gifted 
orator, with a faculty for putting deep 
human interest in his talks, Mr. Pidgeon 
is in increasing demand as a _ public 
speaker, making from 75 to 100 ad- 
dresses yearly before civic organiza- 
tions, schools, churches and others. 

* * * 

Charley Craney, traveling shoe sales- 
man, is wearing a new diamond pin 
which was presented to him by his firm, 
the Freeman Shoe Corp., for 20 years 
of service. Retail shoe store owners of 
New York State, which he covers, wel- 
come his visits. 

+ * * 

Tim Murphy, who retired last year 
after covering New York State for 
many years with Green shoes, says he 


tine 
will continue to attend meetings of 
the New York State Shoe Retailers 
Association as long as he lives. 

“IT have been in the shoe business 
since I was a boy, and I am going to 
keep right on going to these meetings, 
not to sell shoes, but to meet my 


friends.” 
~ ~ 7 


DES MOINES 


Bob Clark, employed the past eight 
years at Max’s Bootery at Ida Grove, 
Iowa, has resigned to join the Navy and 
Mildred Miller will take his place in 
the shoe store. 

+ ~ * 


DAYTON 


Roy Eberhard has been appointed 
shoe buyer for the downstairs store of 
the Rike-Kumler company, a leading 
department store here. Mr. Eberhard 
was formerly connected with the store’s 
merchandising office. 

R. C. Briggs, formerly with the 
DeMura shoe shop in Rike’s, has been 
transferred to the shoe department in 
the downstairs store. 

Lloyd Kite, formerly with the Home 
Store, another department store here, 
has been made buyer in the first floor 
shoe department at Elder & Johnston 
company. 

Richard Dalton, formerly with the 
Baynham Shoe Company, has been 
made manager of the shoe department 
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at Walker’s, Inc., a men’s furnishing 
firm, 185 North Main Street. 

Jack Boucher, formerly shoe man- 
ager at Walker’s, Inc., is now doing a 
“hitch” in the United States Navy. 

Steve Fuccio is the new manager of 
the shoe department at the Virginia 
Dare store, 33 North Main Street. 

. * os 


WORCESTER 


Allen N. Bennett, president of Graf- 
ton & Knight Co, and Charles E. Allen 
f the Allen-Squire Co., Spencer, Mass., 
1ave been appointed by the O.P.M. to 
he Defense Advisory sub-committee on 
shoe and leather products. 





Coast Retail Sales 
Decline in September 

Los ANGELES, CALIF.—The business 
scene in September was featured by a 
wide diversity in the trend on activity 
in various lines of Southern California 
business, all traceable to the defense 
effort, reports the Security-First Na-’ 
tional Bank of Los Angeles. Defense 
activities continued to expand at a 
spectacular rate. On the other hand 
there was a substantial decline in retail 
sales, a 25 per cent reduction in build- 
ing activity and less pronounced reduc- 
tions in other civilian activities. 

Defense activities in this area have 
increased to the point where about half 
the number of persons employed in 
manufacturing industries are working 
either directly or indirectly on defense 
production. This proportion will in- 
crease further as local aircraft, ship- 
building and related concerns continue 
to hire thousands of additional workers 
each month. Production of aircraft 
alone is now at an annual rate of more 
than $800,000,000. 

Department store sales for Septem- 
ber were nine per cent less than in 
August, but exceeded September, 1940, 
sales by 21 per cent. Retail merchants 
look at the future business in terms of 
local income. Under the stimulus of 
expanding defense activities, income 
payments in Los Angeles County have 
increased to a level never previously 
approached. 

The cost of living in Los Angeles re- 
mains 15 per cent below the 1929 
period, with the per capita income in 
dollars back to the pre-depression peak, 
so it is evident that “real income” per 
capita in Los Angeles County is now 
considerably higher than in any previ- 
ous period on record. 

Estimated annual income for Cali- 
ornia this year is placed at $6,900,000,- 
000, of which $2,900,000,000 is esti- 
mated for Los Angeles County. It is 
the study of these figures that is prov- 
ing interesting to local retail shoemen. 





Prepare for Added 


Men’s Business 


SPOKANE, WaSH.—When announce- 
ment was made several weeks ago that 
the United States Army had decided to 
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Vogue + McCall's 
* Veriflexible Construction 
* Cincinnati Quality 

* Seventy Stock Shoes 

* Specialization One Brand 





locate its big $20,000,000 air depot in 
Spokane, shoe men began to anticipate 
an increase in the sale of men’s foot- 
wear because the air depot will employ 
between 2600 to 6000 skilled mechanics 
in addition to the large administrative 
personnel of air force officers and men. 
Construction on this project is sched- 
uled to start immediately. 

Because of this development Block’s 
Shoe store at 719 Riverside, which 
formerly carried only women’s shoes, 
has installed a men’s shoe department. 

Abe Miller, manager of the store, an- 
nounces that Jack Schwartz and Carl 
Lutz will be in charge of the new de- 
partment. 
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YOU AND YOUR CASH REGISTER 
WILL LIKE OUR SPRING LINE 


Smart new patterns, in new and popular colors 
and materials. The most beautiful shoes we've 
ever made. Foot Rests make money for the dealer 
because they are built to make good with the 
wearer, who comes back repeatedly for more. 


THIS SHOE HAS EVERYTHING! 


* NATIONAL ADVERTISING IN 


Ladies’ Home Journal 
The Instructor 


Good Housekeeping 


* Four-Spot Comfort 
* Smartest Styles 

* Markup 40% to 42% 
* Welts and Littleways 


* Quick Turnover 


RETAIL _° SOME HIGHER 


THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI, O. 


NEW YORK SHOWROOM: MARBRIDGE BUILDING 


Heckinger Store Opened 


HUNTINGTON PARK, CALIF.—A Walk- 
Over Shoe Store has been established 
at 7015 Pacific Boulevard which is 
known as Heckinger Shoes. The pro- 
prietor has been a member of the re- 
tail shoe concern of Osborne-Heckinger 
of Huntington Park, for 18 years. 


10 Per Cent Boost 


Waycross, GA.—The Rubin Brothers 
Shoe Factory announced a 10 per cent 
increase in wages for all employes ex- 
cept executives, effective Wednesday, 
October 29. The factory has a guar- 
anteed minimum wage of $16 a week. 
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, Where | 
To Buy 


Innersoles 





When the shoes start losing ground, 
Newflex STILL is good and sound. 
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St. Louis Jobs 
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EXTRA 
PROFIT MAKERS 


St. Louis’ finest makes always 
on the floor. 


JOBS .. . SAMPLES 
CANCELLATIONS 


Women's better, grades 
in dress and sport ear 


SCHNEIDER SHOE CO. 
1404 Washington Ave., St. Louis, Mo. 











Preager Takes on New Lines 


New YorkK—Lou N. Preager, well 
known traveling shoe salesman in the 
Mid West and southern territories 
which he has covered for a number of 
years, is now covering the trade in the 
principal cities of this territory with 
several specialty lines such as genuine 
Mexican huaraches, play shoes, leather 
sandals and hand-sewn moccasins. 

Mr. Preager was formerly a star 
salesman of the Unity Shoe Company, 
of Brooklyn, and later went with the 
Prospect Shoe Co., of Boston. More 
recently he was connected with the Air- 
Step division of the Brown Shoe Co. as 
a special representative. 

Mr. Preager has recently connected 
with Fred Leighton, of New York, one 
of the pioneers in the importing of 
Mexican huaraches, and will take this 
line in his territory in which he has a 
large following. 


In New Building 


DAYTONA BEACH, FLA.—The Bootery, 
owned and operated by Julius Nass, has 
moved from 104 South Beach street 
and will be located in a new and 
modern shop at 120 South Beach. 
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Named E. P. Reed 
Fashion Director 


RocHEesTerR, N. Y.—A football hero 
in the “Twenties,” a fashion director 
in the “Forties”—that is the story be- 
hind the recent appointment of Lee A. 
Schneider as Fashion Director for E. P. 
Reed & Company, Rochester shoe manu- 
facturers. 


LEE A. SCHNEIDER 


Back in the “Twenties,” Lee Schnei- 
der was one of the stars on the strong 
Duquesne University team and had the 
signal honor of being chosen captain 
in both his junior and senior years. 

Soon after graduation Mr. Schneider 
began selling women’s shoes and dis- 
played the same drive and spirit in this 
fleld that he had on the gridiron. He 
joined the sales staff of the Reed organi- 
zation in 1930 and quickly became one 
of the mainstays of the Matrix, College- 
bred and Matripedic lines. For the 
past seven years he has been a member 
of the company’s style committee and 
proved himself adept at picking win- 
ning styles. 

In his new position, Mr. Schneider 
will take over the duties of John P. 
Bell, former fashion director, now re- 
covering from a serious illness. Mr. 
Bell, however, will be back in- the game 
at the selling end as usual, but on the 
advice of his physician plans to “take 
it a little easy,” relinquishing his for- 
mer fashion duties to Mr. Schneider 
who will also still continue his sales 
work in his present territory. 


Irving Drew Corp. 
Meets at Lancaster 


LANCASTER, OH1IO—The Irving Drew 
Corporation held its semi-annual sales 
conference at headquarters here, Octo- 
ber 6-8. In introducing the new Spring 
line to the members of the sales force, 
Geo. P. Utley, president, emphasized 
the company’s policy of refusing to 
sacrifice quality for price, and pointed 
to the good progress the company has 
made during the past few seasons as a 
result of such policy. (During the past 
Spring, Irving Drew expanded its ca- 
pacity to 1500 pairs per day.) 





or SHOE POLISHES 


In the famous ‘Hunting’ Shires, in May- 
fair, or indeed, wherever well-dressed 
Englishmen are to be found, WREN’s has 
long been first favourite amongst Shoe 
Polishes. Its intensely brilliant shine and 
unique leather-preserving qualities appeal 
equally to the discriminating American. 
The marketing of WREN’s is therefore an 
event of the first importance to the Shoe 
and Leather Trade. 


Supplies can be obtained from the follow- 
ing Distributors: 


WEST COAST: The Macpherson Leather Co., 
250 So. Spring Street, LOS ANGELES, Cali- 
fornia. 

MIDDLE WEST: Mandus Nelson & Co, 
223-225 West Lake St., Chicago, Ill. 

NEW YORK CITY and environs: The 
Majestic Leather Co., 308 Bowery, New York. 











(\)\_Aleader in Quality Since 1889° (/) 


The final session of the conference 
was a banquet held at the Hotel Lan- 
caster. Sam Nieman, Chicago retailer, 
was an honor guest. Others in attend- 
ance were: G. P. Utley, George Utley, 
Jr.; N. J. Levy, who covers New York; 
Barney Coens, who covers western 
Minnesota and Chicago; C. F. Getsin- 
ger, who covers the Middle West; E. 
A. Drew, who covers western New 
York and Pennsylvania; C. L. Spencer, 
who covers the far South, and Eli B. 
Smith, who covers the Middle South. 


Huth & James Expand Plants 


MILWAUKEE, WIs.—Expansion pro- 
grams are underway at plants occupied 
by the Huth & James Shoe Co., which 
has its headquarters here, in Cedar 
Grove and Cedarburg. In the former 
city, a one-story addition, 28 by 140 
ft., is underway, while in Cedarburg, 
the shoe company has leased a part of 
the old Excelsior Shoe & Slipper Co. 


Flagg Bros. Open 
In Harrisburg 


HARRISBURG, Pa.— Flagg Brothers, 
nationally known chain of men’s shoe 
stores, have opened their first Central 
Pennsylvania store here, at 34 North 
Third Street. Raymond Smith is the 
manager of the store and Alfred Macey 
is his assistant. 
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Queen Quality Salesmen 
Return to Territories 


Sr. Louis, Mo.—Members of the sales 
force of the Queen Quality—-Dorothy 
Dodd division of the International Shoe 
Co., St. Louis, returned to their terri- 
tories last week, following a sales con- 
ference at headquarters, with the 
official announcement that the Queen 
Quality and Dorothy Dodd Spring lines 
will carry the same retail selling price 
as last season when the new one-price 
set-up was adopted and received with 
such enthusiasm by the trade. 

In discussing the decision on price 
for the new season, Thomas F. Byrnes, 
Jr., sales manager of the division, 
stated that every possible production 
economy has been put into force with- 
out weakening the strong merchandis- 
ing value of the lines. He pointed out 
the chief factor has been the greatly 
increased capacity devoted to Queen 
Quality and Dorothy Dodd shoes and 
explained that since their factories had 
gotten into full production last Spring 
they have continued to operate at top 
capacity ever since; there was no let up 
in swinging over from Fall to Spring 
shoes. “Stock shoes are being made six 
weeks earlier this season, all with the 
purpose of economical production and of 
more fully meeting the requirements of 
our dealers,” said Mr. Byrnes. 

Another new development in the 
Queen Quality—Dorothy Dodd set-up 
for Spring is the fact that Dorothy 
Dodd shoes will join the ranks of na- 
tienally advertised lines. This will be 
in addition to the regular national ad- 
vertising on Queen Quality which also 
calls for an increased budget this 
coming season. 


Thompson to Concentrate 
On One Line 


St. Louis, Mo.—L. F. Thompson, 
who for many years was buyer for 
J. C. Penney, and for the past eight 
years has specialized as selling agent 
for several outstanding house slipper 
manufacturers’ to the volume trade 
throughout the Mid West, will devote 
his entire time to the lines produced by 
Charlsam Footwear Corp. of Brooklyn, 
N. Y., after January 1st. 

Mr. Thompson became associated 
with Charlsam Footwear Corp. in Au- 
gust, 1940, and the growth of this 
organization, together with the fact 
that they are now making hard sole 
house slippers and play shoes along with 
their line of padded sole slippers, makes 
it necessary for him to give up the other 
lines he has been handling. 

Mr. Thompson will continue to serve 
the same class of trade as before from 
his office and sample room located in 
the Silk Exchange Building, 503 North 
12th Blvd., St. Louis. 

Charlsam Footwear Corp.’s complete 
line will be shown at the Shoe Manu- 
facturers’ Opening Show at Hotel New 
Yorker, New York, Oct. 26 to 29, and 
Mr. Thompson will be in attendance to 
greet his many friends. 
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STRIKING 


Color 


Effects 


Emphasize Footwear Beauty 


Fairy Forms have won nation-wide popularity for their 
perfect forming of shoes and their accurate presentation 
of style lines. Now, in their beautiful colors and pearles- 
cent effects, they offer an additional selling feature— 
footwear glamour. 


You can lift footwear consciousness to eye level impor- 
tance with an alluring richness and loveliness, emphasized 
by colorful Fairy Forms. Staid, colorless displays tend to 
maintain a pavement level—depriving shoes of their de- 
served consideration as an important unit in ensemble 
selections. 


Fairy Forms continue to offer their recognized features 
—featherweight daintiness with sturdy, long-wearing qual- 
ity; resilience, washability and color effects that are a 
permanent part of the material itself—complete assur- 
ance of protection against cracking, chipping or peeling. 


Get your share of the increased sales indicated for this 
winter. Lift your shoe styles to first place buying impor- 
tance with the beautiful new Fairy Forms. 


Let us send you the complete new Fairy Form 
catalog showing many models in actual colors. 


in FORM CO. Inc. Dept.B.S. AUBURN, 
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Workshoes 





MEN'S & BOYS’ WORK SHOES 


Shades 


Honest Vaiwe 
In Beery Paw 


ROBERTS-HART, INC. 
KEENE, WN. H. 





Ballet Slippers 
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BALLET SLIPPERS 
Right and Left Lasts 
Black Kid 
No. 600— 


~~ ere 





Top Grade 
Wom. Miss Child 
$1.46 $1.35 $1.30 
Second Grade 
Wom. Miss Child. 
$1.25 $1.20 $1.15 
BROOKS SHOE MFG. CO. 
58th and Market Sts., Philadelphia 

















Reopens Following 
Modernization 


EVANSVILLE, IND.—Formal opening 
of the remodeled Combs Shoe Store at 
219 Main Street was held recently with 
souvenirs for both men and women. 
The interior of the store has been com- 
pletely changed since it was first opened 
15 years ago by Everett F. and Walter 
Combs. 

Installation of Servel air condition- 
ing system, new bleached oak furnish- 
ings with new chairs, floor and rugs to 
match, indirect lighting with fluorescent 
lighting in the show cases and increased 
selling space were included in the re- 
modeling program. 

Representatives of three shoe manu- 
facturing companies were here for the 
opening, among the companies repre- 
sented being the Selby Shoe Company, 
of Portsmouth, Ohio; E. T. Wright 
Company, Rockland, Mass., and Nunn- 
Bush Shoe Co., of Milwaukee, Wis. 


Tomlin New Nisley Manager 


DENVER, CoLto.—C. W. Tomlin, who 
has been connected with the shoe trade 
altogether for nine years in Dallas, 
Texas, and before this in Ft. Worth, is 
now manager of the Nisley store at 618 
Sixteenth Street, where he took his new 
position in September. He has two 
years’ experience in men’s shoes and 
seven in women’s shoes. 
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E. M. Townsend Joins 


Algy Shoes, Inc. 


New York—E. M. Townsend, well 
known shoe man in the New York ter- 
ritory, has recently joined Algy Shoes, 
Inc., of Everett, Mass., and will repre- 
sent their line on the road as well as 
aid in the styling. 


E. M. TOWNSEND 


Mr. Townsend started in the shoe 
business with Jack Sommers’ well 
known retail business at 27 West 57th 
Street, New York, where he worked up 
to the position of one of the highest 
paid retail salesmen in the trade. Later 
he went inte business for himself and 
operated several retail women’s shoe 
stores in New York. 

For the past two years Mr. Town- 
send has been connected with E. H. 
Strassburger, Inc., New York, repre- 
senting them throughout the country 
and also helping in the styling of the 
line. 


New Sole Construction 
Meets Increasing Response 


New York—Just returned from St. 
Louis, Cincinnati and Columbus, Willy 
Weidner, originator of the rubber rim 
flexible sole construction now known as 
Kitt’n-Kats, reports growing enthu- 
siasm for this style and functional 
feature. After working with the manu- 
facturers on their Spring lines, Mr. 
Weidner says that the demand for this 
sole construction for Spring shoes has 
increased remarkably over previous 
season. In its first season 215,000 pairs 
of shoes were sold. The makers and 
promoters of Kitt’n-Kat now feel that 
they will go into real promotion on this 
construction. Experiments are now be- 
ing made toward further improvements, 
but these are not yet ready to be put 
on the market. Mr. Weidner and his 
associate, Mr. Wershing, attribute the 
success of this sole construction to the 
fact that women like platform soles and 
are even more pleased with finding a 
platform sole with great flexibility. An 
unusual point in this sole is the fact 
that the toe section of the sole is ex- 
tremely flexible, giving unusual play 
in walking to the toes. 





INCREASE YOUR CUSTOMER'S 
GOOD WILL 
by recommending the 


PERFECT SHOE POLISH 


KIWI 


(pronounced KEE WEE) 


(made in England) 


KIWI stain polish is especially 
made to keep that well 
groomed appearance on hand 
stained calfskin shoes. 


For camplete details and 
prices, write direct to— 


#) LYONS & COMPANY 
122 DUANE ST., N. Y. C. 


OR YOUR 
LOCAL JOBBER 

















Army Buying More Shoes by 
Negotiated Contract Method 


Boston, Mass. — An _ increasingly 
large number of “directives” (authori- 
zations to buy) reaching the local 
Quartermaster Depot from the office of 
the Quartermaster General in Wash- 
ington are of the type which make it 
obligatory to buy by the negotiated 
contract method rather than by the 
older method of open, competitive bid- 
ding. 

It is the understanding in the trade 
that the government is in process of 
changing over much of its buying from 
the latter method to the former but pro- 
curement officers at the Boston Army 
Base say merely that if such a major 
change in buying policy is contem- 
plated, announcement will have to come 
from Washington. It is pointed out, 
however, that the negotiated contract 
method of buying often affords the pro- 
curement officers opportunity to make 
awards to smaller manufacturers who 
might not otherwise be able to get their 
share of the business. 

On October 6, invitations to bid pub- 
licly on 600,000 pairs of army service 
shoes were mailed out from the local 
Quartermaster Depot. Eight days 
later—on October 14—these were can- 
celled and bid invitations calling for 
informal bids (negotiated contract 
method) were substituted. These in- 
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formal bids were opened October 21. 
On October 29, informal bids will be 
opened on 130,000 pairs of knee-length 
rubber boots; and on October 30 another 
lot of contracts will be negotiated cover- 
ing the purchase of 160,000 pairs of 
hip-length boots, also of rubber. 

In the meantime, open market 
methods of purchasing, used in cases 
where time is an important factor, con- 
tinue. The International Shoe Co., St. 
Louis, has been authorized to make 50,- 
000 pairs of leather boots with legging 
tops at $7.50 per pair; and the Stan- 
dard Shoe Machinery Co., of Lawrence, 
Mass., has received an order to make 
10,000 shoe stretchers at 62.5 cents each. 


Providence Stores Report 
Fall Business Up 


PROVIDENCE, R. I.—Shoe business in 
this city’s large department stores is 
substantially ahead of last year, with 
people buying better quality-and with 
one of the best Fall seasons in a num- 
ber of years just getting under way. 

Maurice L. Friedman, manager at 
Gladding’s, reports his recent weekly 
sales volume running about 22 per cent 
ahead of last year for the same period. 
Casuals are this department’s good 
sellers. Antique tan and turf tan in 
pumps are selling very well. In suedes, 
blacks are the pig sellers. 

Emmett Smollins, manager of the 
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Shepard’s shoe departments, reports 
business about 15 per cent better for 
the past two months. This department 
is selling a lot of antique brown in 
pumps and oxfords. 

William R. Briggs, manager of the 
Red Cross shoe department at the Bos- 
ton Store (Callender, McAuslan & 
Troup Co.) reports his sales 10 per 
cent ahead for the entire year to date, 
which includes some slow-selling peri- 
ods. This department ran a full-page 
shoe ad in the Providence Evening Bul- 
letin which helped in large measure to 
almost double this department’s sales 
volume for the weekend following. 

Phillip Sheridan, manager of the 
women’s, children’s and basement shoe 
departments at the Boston Store, re- 
ports business in the three sections 
about 20 per cent ahead of Jast year. 


Spokane Stores Hold 
City-Wide Sale 

SPOKANE, WASH.—Spokane is being 
sold at a reduction of twenty per cent! 
At least it seems that all the merchan- 
dise in the city will be moved at the 
figure judging by the crowds that are 
shopping on the first day, with almost 
every major firm in the city holding an 
annual special “20 Per Cent Sale.” 


Yes there WIL be an 
Anniversary Sale at The Crescent 


his Yoar:! 


BCAUSE the United Staces today = geared to wartime produc 

pon, consumer merchandise (the thiags you ond your family usr 
end weer) takes second place to the manufacture of planes. ship, 
tanks, and guns 


Prices are advancing Merchandee w harder wo get our orders 
are being flied showy and often partly 

Paced with these facts, good bunness padgment woud say, “Thus 
ts mot the tee ty sell merchandise oi 3 duscomm ~ 





But we of The Crescent beliewe that we owe you, and the 
thousands of other loyal customers in Spokane and the Iniund Empare, 
an oblagamon to continue the tradinons of the Anniversary Sele The 
oblgabon outwerghs, we think any other conmderaGon 


So there IS going to be an Anniversary Sale at The Crescent 
thas year 

I's going to be exactty bike our previous Anniversary Sales— che 
store's egtre stocks, with 2 few excepuons, will be ofered at 20% 
daacou 


‘The Crescent's S2nd Anneversary Sale will begin Friday, October 
17. and contunue thru Monday, October 20. 


We bebewe you will agree “hat 1041's Anniversary Sale days +l 
truly be “The Best Buoying Days om Tears. 





THE CRESCENT 


| 

{ Pak 
Newspaper ad used by the Crescent 
Department Store, Spokane, announcing 


their continuance of the “20 Per Cent 
Sale." 


J 





The pace was set some years ago by 
the Crescent Department store, whose 
20 per cent sale is waited for by hun- 
dreds of women not only in Spokane, 
but throughout the Inland Empire. 

An increasing number of other firms 
have followed suit, until it has become 
almost a city-wide event. 

There was some thought this year 
that this merchandising opportunity 
would not be given customers here, but 
it has happened and hundreds of women 
are now making it “Christmas in 
October.” 





LEARN TO DANCE 
THE 


B1027—Gold Mesh and Gold Kid Trim, 
Gold Satin Sock Lining $2.65 


B1029—-Silver Mesh and Silver Kid Trim, 
Silver Satin Sock Lining $2.50 
21/8 Loutse Heet — S & M Widths 
B1026—Gold Mesh and Gold Kid... .§2.65 


B1028—Silver Mesh and Silver Kid §2.50 
16/8 Cuban Heet — S & M Widths 


SEND FOR OUR CATALOG OF EVENING 
SANDALS IN-STOCK FOR IMMEDIATE 
DELIVERY 


HANNAHSON S 


HAVERHILL MASS 

















Goldblatt Bros. Open 
Milwaukee Store 


MILWAUKEE, Wis.—Goldblatt Bros., 
Chicago, have opened their new Gold 
Bond Department Store here at South 
Thirteenth Street and West Forest 
Home Avenue. The one-store and base- 
ment store, covering an area 144 by 
154, cost approximately $100,000, and 
fixtures are valued at a similar amount. 
The modern and streamlined structure 
is the first of four similar units shortly 
to be opened in other cities. Malvin 
Marx is manager. 


Kenis Owner of Shoe Store 


Cuicaco, ILtu.—David Kenis is now 
the owner of the Towne Booterie, family 
shoe store at 2139 S. Cicero. He suc- 
ceeds Milton Silvers, former owner, 
who died last Summer. 


Installs Self-Service System 


Fonp pu Lac, Wis.—The Roberts 
Factory Outlet Shoe Store here has of- 
fered a new policy described as the 
“serve-self shoe store.” Announced as 
“the store of the future,” the manage- 
ment says that “every pair of shoes in 
the store openly displayed, making it 
quicker and easier to make your selec- 
tion.” 
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Innersoles 





In every store the slogan is, 
Newflex Insoles build the ’biz. 
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Obituaries 


George F. Tully 


Mitrorp, Mass.—George F. Tully, 
82, widely known in the shoe manu- 
facturing industry throughout the 
United States before his retirement six 
years ago, died Oct. 17 in the Cardinal 
O’Connell House, St. Elizabeth Hos- 
pital, Brighton, where he had been a 
patient for about 12 weeks. 

Mr. Tully was superintendent of the 
Regal Shoe Co. when it opened a Mil- 
ford plant in August, 1908, and two 
years later was promoted to general 
superintendent of the Regal Co. fac- 
tories of Whitman, Philadelphia, To- 
ronto and Milford which position he 
occupied for about 10 years. Later he 
was connected with the Herman Shoe 
Co. at Millis for about a year and a 
half before accepting the superin- 
tendency of the Sears-Roebuck Co. shoe 
factory at Holbrook. Subsequently he 
became connected in an _ executive 
position with the Daly Shoe Co. at 
Abington, and prior to his retirement 
about six years ago, was quality ex- 
pert for the Corbin Shoe Co. of Marl- 
boro. 

Born in Milford, Mr. Tully was edu- 
cated in the local public schools. In his 
late teens he began learning the trade 
of bootmaking and later shoe manu- 
facturing. He was connected with the 
Milford Shoe Co. and the former Cor- 
bin & Fuller concern, which was also 
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located here at that time. His ability 
in the industry was recognized and he 
became a foreman at the Milford Shoe 
Co. factory for several years, followed 
by responsible positions with the Nel- 
son concern at North Grafton and 
George M. Snow factory at Brockton, 
returning to Milford te become super- 
intendent of the old Huckins & Temple 
Co. factory. 

Surviving are two sons, Dr. George 
Tully, of West Newton, and Fred Tully, 
of this town, and one sister, Miss 
Margaret Tully, also of this town. His 
wife died several years ago. 


Mrs. August H. Vogel 


MILWAUKEE, Wis.—Mrs. August H. 
Vogel, widow of the former vice-presi- 
dent of the Pfister & Vogel Leather Co., 
died recently at her home here at the 
age of 73. 

Mrs. Vogel married Mr. Vogel in 
1892 shortly after he became associated 
with his father, Frederick, who was co- 
founder of the tanning firm, with Guido 
Pfister. August Vogel died in 1930. 

Mrs. Vogel devoted most of her time 
to her home, her children and to chari- 
ties, which included the Milwaukee 
Orphan asylum and St. John’s home. 
She was active in St. James’ Episcopal 
church and in the Woman’s Club of 
Wisconsin. 

Survivors include four sons, Theo- 
dore, vice-president of Pfister & Vogel; 
August, Jr., an investment broker in 
Boston; Hugo, Chicago advertising 
man, and Rudolph, investment banker 
in that city; two daughters, Mrs. Eliza- 
beth Livingstone of Beaver, Pa., and 
Mrs. Kenneth F. Webster, Milwaukee; 
a sister and brother and a sister-in-law. 


James E. Allen 


MONTGOMERY, ALA.—James Edwin 
Allen, travelling shoe representative of 
the Putnam Shoe Company, Richmond, 
Va., until his retirement because of ill 
health a few months ago, died recently 
at the home of his mother, Mrs. C. A. 
Allen, 320 Savre Street, here. 

Identified with the shoe business 
since early manhood, Mr. .Allen had 
represented other shoe manufacturers 
before being associated with Putnam 
Shoe Company. 

In addition to his mother, he is sur- 
vived by a number of brothers and sis- 
ters, including Harry E. Allen, also a 
travelling shoe salesmen for more than 
a quarter century. 


Lester W. Broman 


GRAND HAVEN, MicH.—Lester W. 
Broman, 38, comptroller of the Eagle- 
Ottawa Leather Co., died unexpectedly 
in a Detroit hotel on Oct. 10. He had 
been to Ann Arbor to attend the Uni- 
versity Clinic for a heart condition. 

He had been employed by the Eagle- 
Ottawa Leather Co. for the last 20 
years. He was a member of the Ma- 
sonic lodge and the Eagle-Ottawa 
Athletic association. 

Surviving him are his wife, a son, 
two brothers and a sister. 


Mrs. Anna M. Mills 


Scnenectapy, N. Y.—Mrs. Anna Mc- 
Inall Mills, wife of John W. Mills, 
prominent retail shoe merchant, died at 
her home at 1122 Ardsley Road, Octo- 
ber 15, after a long illness. She was 
born in Schenectady, the daughter of 
Mr. and Mrs. William H. MclInall. 
Besides her husband, she leaves a 
brother, William H. McInall, Saratoga 
Springs. 


Abe Goldberg 


Cuicaco, Int.—Abe Goldberg, Mid 
West representative of the Elco Shoe 
Co., died recently at the age of 57. He 
was a brother of the late Julius Gold- 
berg, of O’Connor and Goldberg. His 
wife, Blanche, a daughter Jane, and 
son, Robert, survive. He was a mem- 
ber of the Chicago Shoe Travelers 
Association. 


Bernard H. Lucht 


JANESVILLE, Wis. — Bernard H. 
Lucht, 85, a local shoe dealer for more 
than 30 years, died suddenly Oct. 11 of 
a heart attack. His shoe shop, opened 
in partnership with a son, Paul, in 
1907, has been in operation at the same 
location for 34 years. A native of 
Germany, Mr. Lucht moved to Janes- 
ville 37 years ago when the Western 
Shoe Co. was established here. Sur- 
vivors are two sons and a daughter. 





Defense Spending Reflected 
In Increasing Retail Sales 


Boston, Mass.—Retail sales of wear- 
ing apparel of all types, including 
men’s, women’s and children’s shoes, are 
showing an increase throughout the 
New England states, particularly in 
the highly-industrialized states of Mas- 
sachusetts and Connecticut. 

In the vicinity of Boston it is esti- 
mated that there has been to date this 
Fall an increase in the sale of women’s 
shoes alone of approximately 25 per 
cent over the sales of last year. In 
medium and high-grade shoes the in- 
crease has been about 20 per cent; in 
the lower grades, about 30 per cent. 
This increase, of course, is expressed 
in terms of dollar volume and does not, 
therefore, represent an equal increase 
in total pairs sold, since shoes this Fall 
are selling at higher prices than they 
were a year ago. 

Some idea of the tremendous pur- 
chasing power created by 100 per cent 
employment in the defense industries 
may be had when it is realized that the 
payroll of the workers in the Charles- 
town Navy Yard alone has now reached 
the sum of $1,000,000 per week. Muti- 
ply that by the number of other defense 
industries of almost equal size in the 
industrial northeast and the figure 
reaches totals not achieved in this coun- 
try since the days of the first World 
War. 
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Thomas H. Edwards Heads 
New Juvenile Shoe Firm 


PHILADELPHIA—T. H. Edwards, Inc., 
is the title of a new enterprise in the 
uvenile shoe maufacturing field with 
its headquarters and stock rooms in the 
Nilford Building, 33rd and Arch 
Streets this city. Thomas H. Edwards 
(Tom Edwards to a wide circle of 
friends and acquaintances in the shoe 
field all over the country) heads the 
new company, and states that they have 
acquired facilities for manufacture at 
Elizabethtown, Pa. 

Mr. Edwards, with an experience of 
over twenty-five years with the firm of 
J. Edwards & Co., from its founding 
in 1902 until 1930, stated that they will 
produce a line of high grade Goodyear 
welts and Silhouwelts starting with 
infants shoes and going up to misses 
size three. All shoes will be carried in 
stock and will be available for shipment 
around November ist. 

Mr. Edwards’ experience of over a 
quarter of a century in this exclusive 
field qualifies him as an authority in 
the production of both regular and cor- 
rective juvenile footwear. Although 
the firm has just started production, 
planning has been in progress for over 
a year. New lasts and patterns based 


on Mr. Edwards’ wide experience are 
in use. 

All shoes will bear the T. H. Edwards 
name in bottom stamp or sock lining 
and will be so presented to the trade. 
William Liggett, is again associated 
with Mr. Edwards, as he was in the 
former connection, and will be in charge 
of sales. 


New Goatskin Product 


WimMIncTon, Det. — Amalgamated 
Leather Companies have recently an- 
nounced a new product of their tan- 
nage which they have named Kafykid. 
The new leather is a medium plump 
weight goat stock having a calf finish, 
and is being produced in both smooth 
and boarded surfaces. The latter is 
especially suited to elasticising, and the 
smooth is particularly desirable for tips 
and foxing for spectator sports models. 
The finish is bright, and the stock is 
scuff resistant. 

Its presentation is stated to have met 
with a favorable reception, where it 
has been shown, and delivery is now be- 
ing made on stocks of tan, blue and 
black. Later additional shades will be 
available, but the activity of the present 
demand has prevented the greater 
lengthening of the line. 





“N” — Orange and 
brown on buff back- 


Brice ta black. 


PRICE TICKETS 
Attractively hand lettered 
in popular price d i 
nations, or blanks. Sev- 
eral ns in stock. Sam- 
ples a ible on request. 

6 Doz.—$1.10 
12 Doz.—$2.00 
With Store Name 

Imprinted 
100 tickets—$3.00 

200 tickets—$5.00 
Cheek with order please, un- 

less C.0.D. preferred. 
DISPLAY CARDS 7 


Each month, 14 infor- Zoe 
mative and forceful go> 


appropriately » on 
cards. 
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Color Fall Windows 


with Decorative 
Display Cards 
and Price Tickets 


Detailed Information on Monthly Service at Your Request:*| | 
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Washington News Reel 


[CONTINUED FROM PAGE 18] 


nessmen. The proposal is advanced by 
Senator Murray’s special Senate Com- 
mittee which is concerning itself with the 
plight of small business. 

Included in Committee Print No. 7, 
written by Charles G. Daughters, erst- 
while assistant to Representative Wright 
Patman, the committee cites five reasons 
why it should maintain its personnel in- 
tact and conduct a further study of the 
whole subject of small business research 
and education before submitting its rec- 
ommendations in legislative form. 


* * * 
MANUFACTURING establishments find- 
ing it necessary to pool their facilities 
and experience under the deffMse pro- 
gram have been given the green light 
by government anti-trust watchdogs, Only 
catch is that the discussions must be 
carried on “pursuant to the written re- 
quest of OPM.” The Justice Depart- 
ment’s anti-trust division previously had 
given the right-of-way to conference 
called to discuss details of collaboration. 
This was done last September before the 
question of pooling facilities loomed as 
a big factor in defense production. 





Why Not? 


Have Your Personal Accident 


and Health Insurance with... 


COMMERCIAL TRAVELERS 


Mutual Company @ No Agents @ No Branch Offices 


EASTERN 





MASSACHUSETTS CO., INC., 1894 











ACCIDENTAL 
DEATH 
$5,000- 
$16,000 





ACCIDENT POLICY PAYS| HEALTH POLICY PAYS 


DISABILITY 


Estimated Annual Cost $15.00 


WEEKLY $25.00 


Per Week 
for 


Sickness 
Estimated Annual Cost $18.00 


$10.00 

Per Week for 
$25.00- Non-confining 
$50.00 








SEND THE 
COUPON 


TODAY 








209 SOUTH STATE STREET © CHICAGO, ILLINOIS | 


October 25, 194! 





PAYS WHILE YOU ARE LAID UP 
PAYS FROM THE FIRST DAY OF DISABILITY 
45 YEARS OF UNFAILING SERVICE 


No Policy Is Cancelled, Rates Increased, or Benefits 
Reduced on Account of Any Agel 
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John S$. Whittemore, Sec.-Treas. 

Eastern Commercial Travelers 

80 Federal St., Boston 

Without obligation, please send complete 
information and application for membership 
to 


Name 
Address 


City... 
B-S-R-4! 











Classified and Want Ads 





SALESMEN WANTED 


POSITION WANTED 


WANTED TO PURCHASE 





SHOE SALESMEN to handle world’s finest 
line of white shoe dressings. Want only 
aS ae eee ee a 
Give complete information to— 

HOUSE. ‘OF FAYRIN. Louisville, Kentucky. 


S ALES AGENT WANTED for outstanding 
line of high grade casual typ: women’s shoes. 
Territory: Florida, Georgia, Alabama and Mis- 
sissippi. Ow men with following among high 
grade Shoe ‘stores and Department stores con- 
sidered. Please address application with full 
particulars to Box $330, care Boot & Shoe 
Recorder, 100 East 42nd St., New York, N. Y. 


WANTED: Live wire Salesmen to represent 

established Western manufacturer of Grow- 
ing Girls’ Goodyear Welt Sport Oxfords to 
retail at $3. to $3.50. Territories open: Wash- 
ington, Oregon, Montana, Wyoming, Idaho, 
Texas and Oklahoma. We pay 6% commission. 
Onlv reliable salesmen need anply. State ref- 
erences. Address £329. care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N. Y. 











SIDE LINE SALESMAN 








A nationally known manufacturer of 
Women's Shoes, retailing from $6.50 to 
$10.50, will place six or eight sam- 
ples with a responsible salesman, on 
straight commission basis, as a side- 
line in South and Southwest. Confiden- 
tial. Give references, line now car- 
ried, and territory covered. Address: 
Bex B-321, BOOT AND SHOE RECORDER, 
140 Federal Street, Boston, Mass. 











S IDELINE SALESMEN to sell a line of 

Children’s and Women’s Sport Shoes and 
Novelty Slippers, New York State, Connecticut, 
New Jersey, Pennsylvania, Ohio and Michigan 
Address $326, care Boot &, Shoe Recorder, 100 
East 42nd Street. New York, N. Y. 





A TIENTION SALESMEN: Attractive Line 

of Children’s Popular Priced Shoes. Adver- 
tised under copyrighted name of PEEK-A-BOO, 
available as a side line in Kentucky, Tennessee, 
and Southern States. Stocked in widths. Line 
ready now. Liberal commission. S. FRET- 
BURGER & BRO. CO., FORT WAYNE, 
INDIANA. 





SIDE LINE WANTED 


Geop SIDELINE for Oregon and Washing- 
ton. Women’s Novelty Shoes to retail $5. 
to $6. or Sport Welts to retail $3. to $5.; or 
Arch Types. Must have widths. Address $328, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 








Soe WANTED 2 experienced and 

Hand Cutter and Designer of Ladies’ 
pe Men's Shoes. ALFONS STOESSL, 117 
Jefferson Avenue, Springfield, Mass. 





BACK FROM THE ARMY—BACK ON 
THE JOB! Jack Manheim, Shoe Window 
formerly with Cammeyer Fifth 
Avenue; 218 Kingston Avenue, Brooklyn, New 
York. Slocum: 6-6241. Call me for Window 
Trimming Service, re-trims, New Openings. 


RETAIL SHOE EXECUTIVE, 29 years old, 

personable; ten years with same firm; eight 
years’ experience successfully managing one of 
largest stores in most progressive chain in East. 
Expert knowledge of selling, buying, merchan- 
dising, display. Desires change for better op- 
portunity for promotion and advancement. Ad- 
dress $331, care Boot & Sho: Recorder, 100 
East 42nd Street, New York, N. Y. 


ALESMAN. WITH EIGHTEEN YEARS’ 

EXPERIENCE selling general line; expe- 
rienced in leathers; shoe construction and Shoe 
Machinery. Pennsylvania territory preferred. 
Address $332, care Boot & Recorder, 
100 East 42nd Street, New York, N. Y. 


Trimmer, 











FOR SALE 


Comes SHOE STORE EQUIPMENT 
—Rugs, Chrome Chairs, Fitting Stools, 
Metal Shelves, Window Fixtures, Counters, etc., 
slightly used. Sacrificing at below cost for cash 
for immediate sale. For information write to 
G. KVAPIL, 1616 N. Washtenaw Avenue, Chi- 
cago, Ill. 


OMPIETE NEWLY ELECTRICALLY 

EQUIPPED Ladies’ Welt Shoe Manufac- 
turing Plant, with or without merchandise. Bids 
for complete equipment invited. CHARTES W. 
STROHBECK, INC., 13-23 Lexington Avenue. 
Brooklyn, New York. 








Adds Men’s Line 


SPRINGFIELD, Mass.—-George E. Whit- 
tingham, manager of the Eastern Shoe 
and Repair Company, 306 Bridge 
Street, announces the opening of new 
men’s department in addition to the 
women’s line carried since last Feb- 
ruary. Mr. Whittingham, for nine 
years connected with the Albert Steiger 
Company in this city, said that the 
demand for a men’s line had become 
so great that the concern had decided 
to enlarge its facilities to provide for 
the additional stock. 


fron nh matey Retailer wants to buy following 

used items: 200 or more Chrome Shoe Stands; 
100 or more Chrome Chairs; 20 or more Chrome 
Fitting Stools. Will pay cash. Must be bargain. 
Address $320, care Boot & oane R aceoe: 100 
East 42nd Street, New York, 





CASH 
jtocks 


En 8 or Surplus yr 
A... time to dispose 
can use any quantity and pay ‘on highest 
CAMITTA SHOE COMPANY 


16 8. 3rd St. Philadelphia, Pa 
Phone Lomba rd 2002 








SHOE STORES WANTED 
FOR CASH 





Onusual selerdiios on request 
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MANUFACTURERS RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks. 
Branded or unbranded. Generous prices. 
Write, wire or phone. 
BARSH & CEASAR 


19 N. Fourth St. Philadeiphia, Pa. 
Phone Market 1 








SELL YOUR Searius STOCKS 
KIRSCH-BLACHER CO., INC. 


108-110 Duane Street, New York 








Phone: WOrth 2-5377 and 5378 and 5379 








WE BUY 
us Wholesale and - wr 
randed Shoes 


such 
im, Enna-Jettick, Vital- 
Preserver, Quality, Bos 
ns, Stetson, Red Cross, Nunn-Bush, Ete. 
InRVI ad RUBIN 
“The House of Jobs”’ 
88 Reade st. Cor. Church 


Entire or 





Phone Barclay 7-7887. New York City 











ments. Minimum charge 





CLASSIFIED ADVERTISING RATES 

The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 

, 75 cents. For all other classified advertisements the rate is 7 cents per word. Min 
charge, $1.25. Whes a hex nebiee i dedied tuclee pardk Wald Gc odded for the eddvers. te In all anoles 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance 
eo Advertisements for this page must be in our New York office on Friday of the week preceding publicetion. -w=a 
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FOR LEASE 





MIAMI. FLORIDA: For lease—store (18x64) 
on East Flagler Street. Ideal location for 
Shoes. Newly 


installed. modern Fiuo- 
rescent lighting. LOUIS LOBER (owner), 30 
Broad Street, New York. 





HOTELS 








LINE WANTED 








EXCELLENT SHOE MAN 
AVAILABLE 


We know of an excellent shoe man who 
has had many years’ experience both 
buying for Shoe Departments and .De- 
partment Stores, and selling shoes on 
the road. This man at the present time 
wishes to procure a good line of shoes, 
either men’s or women’s. He is avail- 
able for any territory which may be 
open. 


He is extremely well known in the shoe 
trade and enjoys a wide acquaintance 
with shoemen across the country. He 
would also be interested at this time 
in an opportunity to buy shoes for a 
good store. Write or wire 


Box £327 BOOT AND SHOE RECORDER, 
100 East 42nd Street, New York, N. Y. 

















Open Fourth Store 


NortH PLattTe, Nes.—Pat’s Booterie, 
fourth family shoe store in a chain 
operated by “Pat” Patrick of McCook, 
Nebraska, was opened here, recently. 


New fixtures in blue leather and 


chromium, and tan and blue color 
scheme with inlaid linoleum floor was 
installed. 

Johns Douglass is manager of the 
new store. 

Other stores in the chain are at Mc- 
Cook, Broken Bow and Lexington, 
Nebraska. All of these, including the 
new store, carry medium to high grade 
re in men’s, women’s and children’s 
shoes. 


Haynes, Gladding 


Manager, Resigns 

Provipence, R. I.—William H. 
Haynes, manager of the shoe depart- 
ment at Gladding’s, Inc., for the past 
three years, has resigned and has been 
succeeded by Maurice L. Friedman, 
who was previously assistant manager. 

Mr. Friedman is now assisted by 
John Fallon, a Gladding floor man. 


October 25, 1941 


Joins Slipper Firm 

New YorK—Morris Greenberg, for- 
merly with Wear Best Footwear for the 
past five years, has recently joined the 
Belle Craft Slipper Corp., of Brooklyn, 
manufacturers of hard sole play shoes 
and slippers. 

Mr. Greenberg will be on hand at the 
Belle Craft display room at the Hotel 
New Yorker during the Spring Open- 
ings, next week. 


Shoe Plant Homes Completed 


TULLAHOMA, TENN.—It has been an- 
nounced that the 100 residences con- 
structed by the General Shoe Corpora- 
tion for its employees at Tullahoma, 
have been completed and are being oc- 
cupied. The homes, forming a subdi- 
vision in West Tullahoma, bear the 
name Curtis Heights, in honor of D. C. 
Curtis, first superintendent of the local 
plant. Each home may be bought from 
the company by the employee on easy 
terms. 


New Store at Johnson City 


JOHNSON City, TENN.—E. R. and 
R. C. Booze, doing business as Booze 
Brothers, opened a new shoe store here, 
on Fountain Square. The store build- 
ing is modern in every detail, with in- 
direct lighting, air conditioning featur- 
ing an interior color scheme of blue and 
pink. The store has the first “Hercu- 
lite” glass in the city. Several lines of 
moderate priced shoes are offered. 

R. C. Booze, coming to Johnson City 
from Stanton, Va., is an experienced 
shoe man with twelve years’ experience 
with the shoe department of Miller- 
Rhodes, Richmond, Va., being shoe buy- 
er for nine years for this firm. J. W. 
Herbert, associated with the new store, 
has had many years experience in local 
shoe stores. 


Invisible Glass in 
Surrealist Display 

SEATTLE, WAsH.—Best’s Apparel, Inc., 
which has recently completed an en- 
larged shoe salon under the manage- 
ment of Harry Perkins, has now in- 
stalled at the corner of Westlake and 
Pine an “invisible glass” window—a 
window that features golden evening 
slippers with a mannequin wearing foot- 
wear that appears to be entirely in the 
open. By means of a concave arrange- 
ment, glass is set back quite a space 
from the facade and is not visible to 
the beholder. A surrealist touch is lent 
the display by a pair of white gloves 
pendant in space, with the pages of the 
opera score of “Manon” held open at 
the center, and the mannequin leaning 
forward to hear the music. Lady win- 
dow shoppers jammed the “opening” of 
this unusual display. The display has 
excited more attention than any other 
downtown window trim in many 
months. 


Many women 
simply cannot 
wear frivolous 
shoes comfort- 
... but a lot ; 
oft insist on trying. Th 
so many shoemen rely on Trimfoot 
to protect their reputation for 
satisfaction. Wafer thin Trimfoot 
slips into the daintiest shoe for 
maximum foot comfort. $1.00 per 
pair retail. Your cost $6.00 per 
\ dozen pairs. Write for 
\ ’ _details to Trimfoot, 
- 4060 Forest Park 
Bivd., St. Louis, Mo. 








Martin Opens New 
Women’s Shop 


PENSACOLA, FLA—Gay’s Shoe Mart 
has opened on South Palofax street 
under the management of John S. Mar- 
tin. It will be a women’s store, with 
bags and hosiery to complement the 
shoes. Fluorescent lighting has been 
used, fixtures are in natural wood finish 
and chairs are leather cushioned 
chromium. 








MERCHANTS’ NEEDS 








BLACKOUT 
THE SHADOW! 


Cue te all of us is the threatening 
spectre of tub losis. No resp 

of persons, it lurks in every corner, may 
strike at any moment. More people be- 
tween 15 and 45 die from tuberculosis 
than from any other disease. 

Yet tuberculosis can be driven from 
the face of the earth. Since 1907 your 
Lecal Tuberculosis Association has helped 
reduce the toll of tuberculosis by 75%! 

By buying Christmas Seale you will 
help us complete the job—and make 
this a safer world for yourself and your 
loved ones. 








Buy 





CHRISTMAS 
SEALS 


























Dates to Remember 


Introduction of Spring Footwear 
Fashions of St. Louis Shoe Man- 
afacturers Association, Hotel 
Commodore, New York. 

October 26, 27, 28, 29, 1941 


October Shoe Show, 
Hotel, New York. 
October 26-28, 1941 
Monthly Shoe me Shoe Travelers 
Association . a Hotel 
Morrison, 


bw 27, * 1941 
Spring Showing by Quality Shoe 
Manufacturers’ Group, Vander- 
bilt Hotel, New York. 
October 27, 28, 29, 1941 
Annual Fall Frolic Boot and Shoe 
Travelers Association of New 
York, Hotel Roosevelt, New 
York City, Tuesday Evening. 
October 28, 1941 
Fall Style Show, Iowa National 
Shoe Travelers gy ny 
Chamberlain Hotel, Des Moin 
Iowa. November 2, 3, 4. 1941 
nen Shoe Buyers Day, Michi- 
gan Shoe Travelers, Hotel Stat- 
ler, Detroit, Mich. 
November 17, 1941 
Annual Shoe Buyers Week, In- 
diana Shoe Travelers Associa- 
tion, Claypool Hotel, Indianap- 
olis, Ind. 
November 30, December 1, 2, 1941 
Boston Shoe Fair, New England 
Shoe & Leather Association, 
Hotels Statler and Parker House, 
Boston, Mass. 
December 1, 2, 3, 4, 1941 
Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, IIl. 
January 3, 4, 1942 
NATIONAL SHOE FAIR, Hotel 
s, Chicago, IIl. 
January 5, 6, 7, 8, 1942 
Michigan Annual Shoe Fair, Jointly 
_— by Michigan Retail 
Dealers Association and 
Shoe Travelers Club of Mich- 
igan, Hotel Statler, Detroit, Mich. 
January 11, 12, 13, 1942 
27th Annual Convention and Foot- 
wear ition, Northwestern 
Shoe Retailers Association, Hotel 
Radisson, Minneapolis, Minn. 
January 11, 12, 13, 1942 
Joint Annual Convention Texas- 
Oklahoma Shoe Retailers Asso- 
ciation and Southwestern Shoe 
Travelers Association, Texas 
Hotel, Fort Worth, Texas 
January 11, 12. 1 13, 14, 1942 
Annual Convention Middle Atlantic 
Shoe Retailers Association, Ben- 
jamin Franklin Hotel, Philadel- 
phia, Pa. January 18, 19, 20, 1942 
Central States Shoe Fair, Hotel 
Morrison, Chicago, III. 
May 17, 18, 19, 20, 1942 





To Show Slipper Line 


New York—Saul Litvack, New York 
representative of Tupper, Inc., will be 
in attendance at the Tupper showings 
in the Hotel McAlpin, Rooms 915-917, 
during the week of October 26th. 





A Buying Guide 


TO ADVERTISERS IN THIS ISSUE 


ALLIED KID CO., New York, Philadelphia, Boston. 


BARIS SHOE COMPANY, New York City 
BARSH & CEASAR, Philadelphia, Pa. 

BASS, G. H., & CO., Wilton, Me...... 
BROOKS' SHOE MFG. CO., Philadelphia, Pa. 


CAMITTA SHOE COMPANY, Philadelphia, Pa..... 


DAETSCH & WOODWARD CO., Brooklyn, N. Y..... 2.2.6. oc cece eee es 
DOROTHY DODD SHOE CO., St. Louis, Mo....... 
DU PONT DE NEMOURS, E. I., & CO., INC., Arlington, N. Je. 


EASTERN COMMERCIAL TRAVELERS, Boston, Mass. 5S he 
BAe Seed Te, GU Gr men Bare oo sai cated eee nwcw cess 


FLORSHEIM SHOE COMPANY, Chicago, Ill. 


GALLUN, A. F., & SONS CORP., Milwaukee, Wis..................... 
GOODWILL SHOE CO., Holliston, Mass. 
GREEN SHOE MFG. CO.., Boston, Mass. 


HANNAHSONS SHOE CO., Haverhill, Mass.. .. . 
HEALTH SPOT SHOE SHOPS, INC., Danville, Ill 
HOOD RUBBER CO., INC., Watertown, Mass..... 
HOTEL LENNOX, St. Louis, Mo.... 


HUBSCHMAN, B., & SONS, INC.., Philadelphia, Pa.. and Cover 


KIEFER, EDGAR F., TANNING CO., Grand Rapids, Mich. . 48, 52 
KIRSCH-BLACHER CO., INC., New York City...... eK . 54 
KRIPPENDORF-DITTMANN CO., Cincinnati, O. 


LIMA CORD SOLE & HEEL CO., Lima, O. 
LYONS & COMPANY, New York City... 


MANFIELD & SONS, Philadelphia, Pa.. 

MEARS, FRED W., HEEL CO., INC., Boston, Mass. 

MILLER, |., & SONS, Long Island City, N. Y. ; akan 
MILLER SHOE COMPANY, Cincinnati, O............... 


OHIO LEATHER CO., Girard, O. 


REPUBLIC BUILDING, Chicago, ill.......... ....0.......0...... 
ROBERTS-HART, INC., Keene, N. H 
ee a a eee 


Sere rare Ge, Ste RE, Re a ieee teins 
SHOE FORM CO., INC., Albany, N. Y 
SHOE SUNDRIES, INC., Chicago, Ill 


TAVEGR, © Geen meetin, WOM. .8 oo. ee i ee cin. 
TRIMFOOT COMPANY, St. Louis, Mo 


UNITED LAST COMPANY, Brockton, Mass.. 
UNITED SHOE MACHINERY CORP., Boston, bens.’ 


WINTHROP SHOE COMPANY, St. Louis, Mo 
WREN’'S SHOE POLISHES 


Boot and Shoe Recorder 





UNITED PRODUCTS 


..- STRONG LINKS IN A CHAIN 


OF SHOE FACTORY OPERATIONS 





UNITED PRODUCTS 
INCLUDE... 


ABRASIVES 
ADHESIVES 
“CELASTIC” BOX TOES 


CUTTING BOARDS [gm see: 
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EYELETS aaa 
SHOE LACES . 
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FINISHING LIQUIDS “2 
tu 
NAILS AND TACKS es 
se 
NEEDLES AND AWLS y ve 
mtpigertin i 


SHANKS FS 


“TEXON”: 
INSOLE, MIDSOLE, 
SOCK LINING 


WAXES 


and a wide range of other 
supplies and equipment ane 
for the shoe manufacturer. : S20 Sans 
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R. B. WHITE “"NEWcoms CARLTON J. SC. WILLEVER 
PRESIDENT CHAIRMAN OF THE BOARD FIRST VICE-PRESIDENT 
































STRIDE RITE DEALERS 
EVERYWHERE — 
NEW SPRING LINE OUT STOP COMPLETE WITH SALEABLE SADDLES MONKS 


Pee: IMPORTANT 1 REMEM 
SERVICE NEVER STOPS. PERIOD 


: GREEN i ‘SHOE. MFG CO BOSTON MASS - 
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